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Rough Proofs 


What this country needs is a 
good 5-cent package of chewing 
gum, and Phil Wrigley is deter- 
mined that his company, at leasi, 
will continue to supply it. 

7, F F 

A correspondent recently in- 
sisted that “Fustest with the 
Mostest” isn’t what that Confed- 
erate general said, but the Kansas 
City Weekly Star uses it once 
more in a promotion ad. You just 
can’t keep a good line down. 

. v 

A thought for this week: Bugs 
Baer says it would be wonderful 
if politicians didn’t promise so 
many things that their constituents 
can’t afford. 

vv¥sgy 

The RCA television demonstra- 
tion at the NAB three-ring circus 
must have convinced those battling 
with the milling crowds at the 
Palmer House that science has 
really created a better way. 

vvyY 

Charles Denny told the NAB 
that the attack om the FCC Blue 
Book as an invasion of free speech 
is a red herring, a much more deli- 
cate metaphor than the one used 
not so long ago by his predecessor, 
James L. Fly. 

. VF 

Philco must have been pleased 
with the high Hooperating on the 
initial Crosby broadcast, but a bit 
confused as to whether it resulted 
from the novelty, the platters, the 
promotion, Bob Hope or Bing. 

vvy 

Someone high in authority at 
the FCC assured the members of 
the NAB that there will never be 
a rule requiring broadcasters to 
listen to their own programs for 
two hours a day. The assigned 
reason: cruel and unusual punish- 
ment. 

 @ F 

Coronet will substitute American 
scenes for its present cover girls, 
it is reported, but esthetes hope 
this doesn’t indicate a new trend 
in the Coronet-Esquire philosophy. 

, } | 

The decision as to what kind of 
art to present on the front cover 
of a magazine becomes especially 
difficult for publishers whose am- 
bition it is to be the authority of 
the school room. Z 
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According to ADVERTISING AGE, 
Arthur C. Nielsen travels 100,000 
miles a year, but none of it by 
air. That’s what comes of con- 
verting an engineer into a research 
expert. 

, =. 

Lou Costello’s publicity for his 
Camel radio program showed him 
smoking a big cigar. He could 
have saved the day by changing 
it to a pipe loaded with Prince 
Albert. 

. =r 

A Chicago agency upholds the 
dignity of its profession by adver- 
tising, “Wanted—Female Person- 
nel,” but the rush would have 
been a lot greater if they’d head- 
lined the copy, “Girls Wanted!” 

> + 

“The thing that amazes me,” 
says Arthur Dimond, “is the com- 
placency on the part of all media.” 

But any space or time buyer 


-can puncture it with a cancella- 


tion. 
Copy Cus. 


Stronger Program 
Code for Radio 
Urged by Paley 


Miller Raps Critics, 
but Asks Tighter 
Self-Regulation 


Cuicaco—“A new and detailed 
Code of Program Standards—a 
code which will prohibit practices 
which detract from the good will 
of radio as a whole,” was vigor- 
ously urged by William S. Paley, 
chairman of the board, Columbia 
Broadcasting System, before the 
annual convention of the National 
Association of Broadcasters here 
Oct. 22. 

Mr. Paley told the broadcasters 
that they should “be prepared with 
determination to enforce it,” 
through “the spotlight of pub- 
licity. Once we have adopted the 
code, we should ensure that the 
public is made aware of its ex- 
istence by extensive and repeated 
campaigns of publicity and adver- 
tising.” 

Justin Miller, NAB president, 
said that the “free-lance critics, 
the frustrated Don Quixotes, the 
horseflies of American life play a 
useful part in applying the gad 
to entrenched self-interest and 
complacent sycophancy, but the 
picture which they paint is a 
purposely distorted caricature. . . 
To preserve a decent balance, it is 
necessary that someone describe 
the true values of American 


broadcasting.” 
Action Called For 
But Mr. Miller also urged 


“tighter controls” on broadcast- 
ing, including broadcast advertis- 
ing. 

“The growing volubility of our 
critics,’ Mr. Paley emphasized, 
“cannot be disposed of simply by 
our deciding in the privacy of our 
own offices that they don’t know 
what they’re talking about. It is 
fruitless simply to deplore their 
lack of discrimination and their 
tendency to blame all radio rather 
than specific offenders. A policy 
of having no public relations pol- 
icy as an industry will no longer 
ae 

“Even with our present short- 
comings, when a scientific survey 
asked several thousand people 
what they thought about the job 
broadcasting is doing, 82% thought 
highly of it. I should like to see 
the day when 82% of 35 million 
American families are so satisfied 
with American broadcasting—are 

(Continued on Page 54) 


Personal 
Private lives exposed in 
Getting Personal, Page 
42. Other features: 


Admen Coming Back. ese 
Ad-libbing ......... 12 
Chain Store Figures...... .. 4 
ES 
Farm Paper Figures........ renee 
I I nica kaaes eerie ere 
Information for Advertisers......... 12 
eee 
Magazine Figures ..... Ba Teer 
Photographic Review .............. 73 
ES ing to kieve) von ens to ae 
Voice of the Advertiser............. 44 


Business is still going strong in Pittsburgh 


the city that strikes can't lick! 


Despite the 24-day utility strike and the 17-day hotel strike—ceough trial and 
tribulation to break the spirit of any average city — Pittsburgh continue te 
ell forward in ite business boom that started beck in 1939. Yeu, we're being 
Imcouvenienced — but we're still producing — vtill meeting payrolls — still 


Sete 


sree peak level of 9, (national evorege, Wk) 
COAL PRODUCTION—remains at pro-strite high point. 


and despite cleveter 
for the same week lest by 25%. That wes 115, more bust 
ness than was dome during the last normal week 
STREET CARS AND BUSES—Bevted don Mendy 
IN PITTSBURGH NEWSPAPERS—eurently well 
ahead of last year 
Company. whens workers oem 


Pewee tm eamtomers. This company serves wry with rewshinds af he three mien pape 
tateo 


them) of he 16 that form the Pimbangh — 
pk re cates the metres ey arm 


core ether pov cempanier—io ont eatad. 04 Pumsbargh won't be teched by cote! 


Pittsburgh Post-Gazette 
One of America’s Great Newspapers 
STRIKE - RESISTANT — The Pittsburgh 
Post-Gazette, a Paul Block newspaper, 
presented Pittsburgh as “the-city that 
strikes can't lick" in this ad in the 
Chicago Tribune and New York Times 
during the recent utility strike. (Story 
on Page 8.) 


McMillan Attacks 
WAA Policies 
on Brand Goods 


NEw YorK—George S. McMil- 
lan, secretary of Bristol-Myers 
Company, appearing before a Con- 
gressional committee hearing in 
Brooklyn this week, attacked the 
policy of the War Assets Admin- 
istration in refusing to allow 
original manufacturers to repur- 
chase brand name goods now in 
surplus stocks, and said $125,000 
was lost by his company in re- 
deeming WAA goods. 

The committee, generally known 
as the Slaughter committee, is offi- 
cially titled the select committee 

(Continued on Page 69) 


FCC Backs ‘Blue Book’, 
Denny Tells Broadcasters 


Orr Quits L&M, 
Takes Jergens 
into Own Agency 


NEw YorK—Robert W. Orr, 
after 22 years with Lennen & 
Mitchell, resigned this week to 
form his own agency. He took with 
him the Andrew Jergens Company 
account, billing more than $4,- 
000,000 on Jergens lotion and 
Woodbury soap and beauty prepa- 
rations. 

Mr. Orr’s agency, to be located 
in the Jergens offices in the Em- 
pire State building, will take over 
the account’s radio advertising 
Dec. 1 and magazine and news- 
paper advertising on May 1. The 
only other L&M account men- 
tioned as possibly going over to 
the Orr agency is Parfums Schia- 
parelli. 


Sees Higher Billings 


Philip W. Lennen, president of 
Lennen & Mitchell, in announcing 
Mr. Orr’s resignation promptly 
made it clear that L&M is in sound 
condition and doing nicely, thank 
you, by revealing that the agency 
expects to bill $15,000,000 this 
year. Ray Vir Den, executive 
vice-president, added that the 
Maxson Food Systems, Ruppert 
brewery and Cagney Productions 
accounts recently added would in- 
crease next year’s billings by about 
$2,000,000. 

It is expected that several of 
the persons on the Jergens-Wood- 
bury account will join the Orr 

(Continued on Page 70) 


Last Minute News Flashes 
Marketing Group Elects Ross Cunningham President 


Detroit — Election of Prof. Ross M. Cunningham, Massachusetts 
Institute of Technology, as 1947 president of the American Marketing 
Association was announced at the national conference here Friday. 
Vice-presidents are Wroe Alderson, Philadelphia, and Franklin R. 
Cawl, Arthur Kudner, Inc., New York. Harvey Huegy, secretary, and 
Wilford White, treasurer, were reelected. New directors include S. R. 
Bernstein, editor, ADVERTISING AGE; George H. Allen, New York; Ed- 
ward R. Hawkins, Johns Hopkins University; Charles T. Heusinkveld, 
Armour & Co.; Harold E. Maynard, Ohio State University, and Charles 
F. Phillips, Bates College, Lewiston, Me. 


Blatz Adopts New Copy Theme in Magazine Drive 
MILWAUKEE — Blatz Brewing Company is launching a new Ccam- 
paign using full-color pages in Collier’s and Life every four weeks 
and in American Legion Magazine every other month, with copy and 
illustrations reminiscent of the days in which its founder, Valentin 


Blatz, lived. 
agency. 


Kastor, Farrell, Chesley & Clifford, New York, is the 


Ferguson to Promote Low Cost Factory Building 
New YorkK—With the first advertisement to run in the November 

Fortune, H. K. Ferguson Company, industrial engineer and builder, 

will start promotion of a low cost factory building featuring a new, 


simplified design and use of mass production methods. 


The full-page 


copy is titled ‘“‘New plants need not be expensive.” Meldrum & Few- 


smith, Cleveland, is the agency. 


Ingraham Plans Magazine Ads in January 

BRISTOL, CONN.—E. Ingraham Company has ironed out the produc- 
tion difficulties which caused an earlier postponement of its adver- 
tising campaign, and will launch a magazine drive for Lyric alarm 
clocks and Autocrat pocket watches in January. Ruthrauff & Ryan, 


New York, is the agency. 


(Additional News Flashes on Page 75) 


NAB Moves for Better 
Programs as Radio 
Plans Vast Growth 


Cuicaco—On the threshold of 
vast expansion facilities in AM 
and FM radio, television and fac- 
simile, with hundreds of new sta- 
tions being authorized to serve 
millions of new listeners and 
“lookers,” the National Associa- 
tion of Broadcasters was warned 
by speakers at its 24th annual 
convention here this week that 
programs and public service must 
be strengthened to meet broadened 
responsibilities. 

These responsibilities were em- 
phasized by the heads of three 
major networks, Columbia, Mu- 
tual and National (ABC is not a 
member of NAB), by station ex- 
ecutives, advertiser and agency 
representatives and others—among 
them members of the Federal 
Communications Commission. 

(Other reports of the NAB 
meeting will be found on Pages 
6, 46, 50, 56, 70 and 75.) 

Charles R. Denny Jr., acting 
chairman of the FCC, said that 
the commission’s “Blue Book” en- 
titled “Public Service Responsi- 
bility of Broadcast Licensees,” is- 
sued last spring, is still the “Bible” 
of FCC policies. 


No ‘Punishment’ Planned 


He denied facetiously that the 
FCC is “planning to punish large 
numbers of wayward broadcasters 
by forcing them to listen to their 
own stations two hours every day. 
This would be clearly unconstitu- 
tional, as cruel and unusual pun- 
ishment.” But he pointed out that 
the commission would welcome a 


Large Production 
Reached in Video 
Sets, RMA Reports 


WASHINGTON—Television receiv- 
ers went into volume production 
for the first time in September, 
the Radio Manufacturers Associa- 
tion noted in reporting output of 
3,242 video sets, compared with 
a cumulative total of only 225 for 
the eight preceding months of the 
year. 

Production of all radio sets was 
off slightly from August’s all-time 
record of 1,442,000 because of two 
less working days that month, but 
remained sufficiently above pre- 
war rates to justify immediate de- 
control, RMA said. 

Some of the more complicated 
sets showed production progress 
during the month, output of FM 
sets for instance, going from Au- 
gust’s 13,892 to 17,541. Consoles 
and console radio - phonographs 
rose from 101,744 to 118,500, with 
the more popular console radio- 
phonographs produced at a rate 
well above September, 1941. 

All but a few of the 3,242 tele- 
vision receivers produced during 
September were in the video- 
radio-phonograph combination 
class, and were of the direct view- 
ing rather than picture projection 
type, RMA said. 
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test case of the book’s provisions 
submitted by NAB. 

Meanwhile, Commissioner 
Denny said, “of the 322 applica- 
tions pending for renewal at the 
time the Blue Book was issued, 
seven have now been set down 
for hearing. 

“These are not the only stations 
which present problems, but the 
commission felt that no useful 
purpose would be served by whole- 
sale license renewal proceedings. 
. . . We are waiting for you to 
act. We hope that this convention 
will produce constructive meas- 
ures for the solution of this prob- 
lem.” 


Emphasizes Six Points 


To avoid unnecessary “sleepless 
nights,’ Mr. Denny suggested that 
the broadcasters re-read the Blue 
Book. “It makes these points: 

“1. That when an applicant 
represents that he is going to do 
certain things, that he should in 
fact do something reasonably close 
to that which he said he would do. 

“2. That a reasonable amount 
of time (including the ‘better’ 


hours) should be devoted to sus- 
taining programs.” But “don’t let 
anyone tell you that the commis- 
sion has said that a commercial 
program cannot be a public serv- 
ice program... 


Urges Local Programs 

“3. That a broadcaster should 
devote reasonable amount of time 
to local live programs... A true 
broadcaster will not content him- 
self simply with plugging his 
transmitter into a network or a 
turntable and going off to Florida 
for the winter. Unless there is to 
be local origination of programs 
we don’t need radio stations in 
the various communities. . . 

“4. That radio should make an 
adequate amount of time available 
for the discussion of public is- 
sues. 

“5. Although ‘advertising plays 
an indispensable part’ in it, ‘our 
system of broadcasting should not 
be run solely in the interests of 
the advertisers rather than that 
of the listeners. 

“6. That the primary responsi- 
bility for corrective steps rests 


with the licensees of broadcast 
stations, including the network 
organizations.” 


No ‘Bleaching’ Planned 

Mr. Denny emphasized that the 
commission does not intend to 
“bleach” the Blue Book, and that 
it wants to assist the broadcaster 
“to escape from the dictation of 
the advertiser.” 

He quoted favorable comments 
on the book from a dozen leading 
newspapers and magazines. The 
New York Herald Tribune, for in- 
stance, wrote that “radio should 
reform itself,” and the St. Louis 
Post-Dispatch: ‘The FCC cannot 
permit such betrayal of the public 
trust by those licensed to uphold 
at. 

Mr. Denny then summarized the 
commission’s licensing policy on 
various types of broadcast facili- 
ties. 

When the war ended there were 
936 AM stations. Since the FCC 
“freeze” on construction was 
lifted, on Oct. 8, 1945, “we have 
granted 448 permits for the con- 
struction of new AM stations and 


J.B SMITH CO. | 


YB. SMITH CO, 
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“Old J. B. just heard there’s a gold mine in the 1|OWA territory”* 


Yes—there’s a gold mine for you in the Iowa 
Urban market! A gold mine neatly wrapped up 
and delivered by one unique newspaper . . 
Des Moines Sunday Register . . . created by its 
70% urban family coverage in a statewide area. 


. the 


Don’t overlook this big urban market—ranking 


among the nation’s top twenty. You can cover 
it easily with the Des Moines Sunday Register 


at the bargain milline rate of only $1.47. 


THE DES MOINES 
REGISTER anv [TRIBUNE 


Covering Metropolitan Towa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S 


FIRST 20 CITIES 


*$253,387,000 spent on groceries alone in 1945! 
ABC Circulation September 30, 1946: Daily 362,682—Sunday 475,461 


Basic Member American Newspaper Advertising Network 


we still have 659 more AM ap- 
plications pending.” 

To “the handful of broadcasters 
who regard this new competition 
as unwelcome,” and who have 
asked the commission to take 
steps to stop it, Mr. Denny said 
that “I don’t believe they realize 
the degree of federal regulation 
which they invite.” The FCC, he 
pointed out, would have to esti- 
mate the potential radio advertis- 
ing revenue in the market; ap- 
praise the efficiency of the pres- 
ent and applying broadcasters; 
“determine what a fair revenue 
for the existing broadcaster would 
be”; insure that “all similarly sit- 
uated broadcasters are treated 
alike”; “review your capital in- 
vestment, income account and op- 
erating expenses.” 

The commissioner stressed the 
“vast opportunities for this busi- 
ness which are as yet untapped,” 
adding: “52% of the stations 
granted in the last year have gone 
to communities which heretofore 
have had no station,” and 22% 
to towns which have had only 
one. 

The commission, he said, be- 
lieves that “FM is the finest aural 
broadcast system” yet attainable. 
“FM is not coming. It’s here. And 
it’s growing fast.” Sixty-six sta- 
tions are operating; 564 more 
authorized, including ‘condition- 
als,” and 307 applications pending. 


Complete Coverage Seen 


The commission visualizes that 
“every square inch of every state 
from the Atlantic ocean west to 
the middle of the Dakotas, Ne- 
braska, Kansas, Oklahoma and 
Texas will be covered—night and 
day—with satisfactory FM sig- 
nals,” and similar signals would 
“blanket the Pacific Coast.” FM, 
he continued, will serve some 
large parts of the Rocky Mountain 
area, and a “revamped AM serv- 
ice’? would fill the gaps. 

Of the AM stations licensed 
prior to October, 1945, 579 (65%) 
have applied for FM. Of the 315 
(35%) which have not applied, 
215 are locals. Of the remaining 
100, 83 are regionals and 17 are 
1A and 1B clear channels, “who 
may be relying on their higher 
power to shelter them from FM. 
They may find it won’t work that 
way.” 

Mr. Denny was “convinced that 
the majority of the (receiving set) 
manufacturers recognize the role 
that FM is destined to play in our 

(Continued on Page 74) 
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Grand Jury Gets 
Outdoor Records 
in Trust Inquiry 


Cuicaco — The federal grand 
jury called in the anti-trust in- 
vestigation of the outdoor adver- 
tising industry met last Monday to 
receive subpoenaed records and 
then recessed. It had not con- 
vened again by Thursday. 

As reported by AA last week, 
subpoenas to produce records had 
gone to Outdoor Advertising As- 
sociation of America, Outdoor Ad- 
vertising Incorporated, National 
Outdoor Advertising Bureau, Gen- 
eral Outdoor Advertising and Fos- 
ter & Kleiser Company. 

Anti-trust division attorneys 
and counsel for those called in the 
investigation cannot, under court 
rules in such investigations, di- 
vulge any information on the na- 
ture or progress of the inquiry. 
Such grand juries may take more 
than a year before reporting a “no 
bill” or an indictment. 

A number of those in the out- 
door field believe that the current 
investigation is only a cursory 
check-up of the industry as a 
whole, such as occurs from time 
to time in other fields of market- 
ing, advertising or manufacturing. 

Many of those subpoenaed were 
parties to a consent decree entered 
in May, 1929, in the federal court 
in New York. Under terms of that 
decree, GOA and NOAB canceled 
a contract which, the government 
contended, prevented many adver- 
tising agencies from placing con- 
tracts with individual outdoor 
plants. It was alleged that NOAB 
and its 225 agency members acted 
as sole agency by which outdoor 
advertising contracts were placed, 
preventing individual agencies 
from getting free access to the 
medium. 

By the decree, also, the pre- 
vious election of George W. Kleiser 
as a member of the board of di- 
rectors of GOA was declared in 
violation of the anti-trust laws as 
long as he remained a director of 
Foster & Kleiser. 


Resigns Airline Account 


Atom Advertising Agency, New 
York, has resigned the account of 
Trans-Luxury Airlines. 


The Only New Orleans Station 


Using all these means to 


Build Listenership Continuously 


. @ 24-Sheet Posters 
@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


NEW ORLEANS | 


EPARTMENT OF LOYOLA UNIVERSI| 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 
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The gray spots you “‘see’”’ where the white 
lines intersect are just an illusion — which 
proves you can’t always trust a first glance. 


Similarly, when choosing your newspaper 
advertising media in Chicago you must look 
beyond total circulation figures—for a given 
number of readers doesn’t necessarily mean 
an equal number of sales. 


Sales response comes chiefly from readers 
near your retail outlets—readers who see 
your ad and can act upon it conveniently. 


The effectiveness of The Chicago TIMES 
is no optical illusion. The TIMES goes home 
each evening to approximately a half-million 
representative Chicago families. 96 per cent 
of these families are concentrated in Chicago 
and suburbs—close to all of your retail out- 
lets in the metropolitan area. The TIMES 
will take your sales message to them at one 
of the nation’s lowest evening newspaper 


rates per thousand readers. 


To sell them in Chicago, tell them in 


THE 


CHICAGO'S 


ICTURE NEWSPAPER 
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Promotes U-Drive Cars 


Vancouver Motors U-Drive Ltd., 
Vancouver, B. C., is using outdoor 
posters and newspapers to pro- 
mote U-Drive facilities, which in- 
cludes the rental of U-Drive cars 
for trips as far south as Mexico. 
O’Brien Gourlay Ltd., Vancouver, 
handles the account. 


Container Net Up 


Net earnings of Container Cor- 
poration of America, Chicago, for 
the first nine months this year, to- 


taled $4,803,108, compared with 
$1,401,962 for the same period last 
year. 


Heil Names Vladimir 


The export advertising of Heil 
Company, Milwaukee, maker of 
fuel oil trucks and_ trailerized 
bodies, snow plows, oil burners, 
etc., will be handled by Irwin 
Viadimir & Co. of Illinois, Chicago. 
Hoffman & York, Milwaukee 
agency, will continue to handle 
the company’s domestic advertis- 
ing. 


ARF Launches 
Farm Paper Study, 
Planned Since ‘44 


NEw YorK—The Advertising 
Research Foundation, cooperating 
with the Agricultural Publishers 
Association, has launched its third 


‘Company and chairman of ARF’s 


major readership project, a Con- 
tinuing Study of Farm Publica- 
tions. The first publication to be 
studied is the Oct. 5 issue of the 
Ohio Farmer, Stuart Peabody, ad- 
vertising director of the Borden 


board, said. 

The APA voted at its Chicago 
convention Oct. 16 to finance a 
continuing study, and current ARF 
plans call for studies of four 
papers during the coming year. 

The continuing study has been 


Nate got to make calls 


Things always happen when the spirit moves . . . and sales are spirited, indeed, 
as Farm JourNAL makes its calls throughout our richest rural areas. With Farm 
JourNAL—there’s not a ghost of a chance for advertising failure in those top- 
half counties where farm cash income is greatest. Over 81% of Farm JOURNAL’S 
214 million circulation is concentrated in these rich agricultural counties. With 


over 30 million persons living on farms, this biggest of farm magazines is needed 


for truly national advertising . . . no shadow of doubt about it. 


ps 


Farm Journal 


Over 30 million people in the U.S. A. live on farms. So if you 


want to get national results, you’ve got to call on the farmers. 


WORLD'S LARGEST RURAL MAGAZINE 
GRAHAM PATTERSON, Publisher - PHILADELPHIA 5 
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planned since 1944, and APA ap- 
propriated $34,000 to enable the 
ARF to obtain a sound technique 
for measuring farm paper reader- 
ship. During the experimental 
period, The Farmer, St. Paul, and 
the Virginia-Carolinas edition of 
the Progressive Farmer were ex- 
amined. 


Covers Four Subjects 


Psychological Corporation will 
conduct the field work on the new 
study, which will be aimed at re- 
porting: (1) Total readership of 
subscriber families; (2) percent- 
age readership scores for individ- 
ual editorial items; (3) percentage 
readership for individual adver- 
tisements, and (4) data on readers 
as to farms, crops, etc. 

The farm publication study is 
supervised by a committee com- 
posed of advertisers, agencies and 
media men, Its chairman is How- 
ard D. Williams, Erwin, Wasey & 
Co. Members are C. A. Baumgart, 
Successful Farming; W. E. Boberg, 
The Farmer; H. H. Dobberteen, 
Benton & Bowles; K. B. Elliot, 
Studebaker Corporation; H. M. 
Railsback, Deere & Co.; A. C. 
Seyfarth, International Harvester 
Company; W. G. Smith, Ruthrauff 
& Ryan, and Philip Zach, Capper 
Publications. Lloyd Burlingham, 
APA executive secretary, is an 
ex-officio member, 


Two Were Begun Earlier 


The farm paper study brings to 
three the number of similar studies 
now under way. The Continuing 
Study of Newspaper Reading was 
launched in July, 1939; the trans- 
portation study was launched in 
October, 1944. On these two 
studies, ARF has examined 102 
daily newspapers, two Sunday 
newspapers, and transit advertis- 
ing in seven urban areas. 

The foundation also has two 
projects in the development stage 
—the Continuing Study of Weekly 
Newspapers and a study of busi- 
ness papers. One pilot test has 
been made for each study. ARF 
is sponsored jointly by the Asso- 
ciation of National Advertisers 
and the American Association of 
Advertising Agencies. 

The Agricultural Publishers As- 
sociation has reelected the follow- 
ing officers: President, Charles E. 
Sweet, Capper Publications; vice- 
president, Oscar Dugger, Progres- 
sive Farmer; treasurer, Neff Laing, 
Ohio Farmer, and secretary, Les- 
lie A. Watt, Poultry Tribune. 

The association has 36 publica- 
tion members, all members of 
Audit Bureau of Circulations. 


KSDJ Names Tidwell 


Edgar L. Tidwell, recently re- 
leased from the Army and before 
that production manager of Sta- 
tion KGB, San Diego, has been 
appointed program director of 
Station KSDJ, a new San Diego 
outlet which will go on the air 
Nov. 1. 
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Waa MOTION PICTURES first made their 
advent in Hollywood its inhabitants num- 
bered 4,000. There was an orange grove 
at Hollywood and Vine. Nearby was a barn 
which was converted into a Studio. That’s 
how the film capital of the world started! 
In this area the young, thriving, striving 
motion picture industry centered. Holly- 
wood soon became synonomous with film 
production. The studios grew in magnitude 
and multiplied in number. They spread out 
from the center into Burbank, Westwood, 
Culver City, the San Fernando Valley. 
Today, scattered throughout the area are 
many other industries: aircraft, light met- 
als, plastics, cosmetics, fashion designing. 
Today, centered around Vine Street, is 
the radio industry with its huge studios ; 


its stream of visitors, actors, musicians. 


What’s more, “‘Tin Pan Alley’’ finds 
its Hollywood home in Vine Street. Here 
music publishers get together each day to 
discuss and promote the newest musical 
hits of stage and screen. 

Centering in the same district, among 
the artists, is Hollywood’s rapidly grow- 
ing record-pressing industry. 

And all around are those institutions 
of civic and business life that make Holly- 
wood one of the finest residential areas in 
the world: theatres, restaurants, hotels, 
churches, club houses, apartment houses, 
department stores ; Hollywood Bowl— 
home of summer symphonies under the 
stars; Greek Theatre in Griffith Park— 
beautiful setting for summer operettas. 

But to the world ‘‘Hollywood”’ still 
means motion pictures. 

Although rated the fourth largest in- 
dustry, motion pictures are more than an 


industry. They are more than an art. They 


WHAT 
Holywoo 
ISN’ T 


BY JACK L. WARNER 


EXECUTIVE PRODUCER 


WARNER BROS. PICTURES, INC. 


are more than the manifestation of a great 
technological achievement. 

Hollywood is a community which is 
closely bound by the common interests and 
energies of its people. It is earnestly and 
enthusiastically American. Its spirit and 


influence are world-wide. 


Jack L. Warner being awarded the medal of a 
Chevalier of the French Legion of Honor 


Motion pictures are entertainment — 
but they go far beyond that. As mirrors of 
democratic thought and action, they are 
the most powerful of all instruments for 
the building of international understand- 
ing and the molding of a peaceful world. 

Truth is natural to the camera; but the 
men behind it must be alert to prevent its 


misuse. Axis dictators, conquest-bound, 


banned all Hollywood pictures. Why? Be- 
cause they dared not let their subject 

peoplés see the products of the free screen. 

Propaganda films were substituted. These 

proved largely ineffectual. When the AMG 

carried the first American pictures back 
into liberated countries, people literally 
fought to see them. 

Hollywood is aware that its great power 
in the interests of human decency and tol- 
erance, human dignity and happiness, can 
be sustained only by honesty. That means 
honest entertainment. It also means, occa- 
sionally, the courageous presentation of 
unpleasant but irrefutable truth—when 
it is necessary to awaken people to danger; 
and when it can be presented in accept- 
able and dramatic fashion. It likewise 
means vigilance against any encroachment 
on the screen by anti-American influences 
of any shade or caliber. 

Hollywood is—and will continue to be—a 


Stronghold of Democracy. 


jx Ae Danan 


Before Advertising America can really know what Hollywood is, it must learn what Hollywood 


isn’t. As acknowledged spokesman of Hollywood and its people, the Citizen-News is proud to 


present this editorial advertisement by Jack L. Warner...who surely speaks with authority. 


HOLLYWOOD 


Citizen-News 


AND ADVERTISER 


HOLLYWOOD, CALIFORNIA * National Representatives: STORY, BROOKS & FINLEY, INC. 
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Kroger Runs Ads 
in 1,000 Papers 
Plugging Contest 


CINCINNATI—Display advertising 
in more than 1,000 daily and 
weekly newspapers in 18 states is 
being used to promote Kroger 
Grocery & Baking Company’s 64th 
value sale and coffee jingle con- 
test, according to William J. San- 
ning, advertising director. 

As prizes, Kroger offers each 
week for five weeks a Hudson 
sedan, five Crosley Shelvador re- 
frigerators, 25 Crosley table radio- 
phonographs and 200 Cory coffee 
brewers. The jingle entries, with 
proof of purchase of Kroger Spot- 
light or French Brand coffee, go 
to the Lloyd Herrold Company, 
Chicago, which is judging the 
contest. 

Celebrating 64 years in the re- 
tail food field, during more than 
60 of which the company has 
depended largely on newspaper 
advertising to carry its message 


to homemakers, Kroger developed 
the special advertising campaign 
for the sales event. 

“More than half a century of 
experience has convinced Kroger 
that no _ special merchandising 
event can be fully successful with- 
out an extensive newspaper ad- 
vertising campaign,” Mr. Sanning 
said. 

“A recent contest conducted by 
Kroger among newspaper food 
page editors substantiated our 
conviction that homemakers look 
to newspaper food advertisements 
for guidance on market trends, 
reasonable items and values,” 


Transfers Account 


The Lincoln Warehouse Cor- 
poration, New York, has trans- 
ferred its advertising account from 
Kelly, Nason, New York, to Court- 
land D. Ferguson, Inc., Washing- 
ton. In addition to previously 
scheduled advertising in New York 
newspapers and buses and in 
magazines, a series of one-minute 
transcribed radio announcements 
has been placed by the new 
agency on WJZ, New York. 


Open Esso-heat Fuel Oil, 
Esso Oil Burner Series 


Esso Marketers (Standard Oil 
Company of New Jersey), New 
York, has launched a two-month 
series of 14 newspaper advertise- 
ments featuring Esso-heat fuel oil 
and Esso oil burners. Copy, to run 
through Nov. 25, is timed to break 
at the arrival of the heating sea- 
son along the Atlantic seaboard. 
One or two insertions will appear 
each week in 117 newspapers in 
14 eastern states and the District 
of Columbia. 

Planned as a double-theme pro- 
gram, two 450-line and 10 100-line 
ads will feature Esso-heat home- 
use fuel oil, while two 450-line ads 
will introduce the new Esso burner 
equipped with the “economical, 
fuel-saving” economy clutch. Each 
ad series points out the cleanliness 
and efficiency of both Esso-heat 
and the burner. McCann-Erick- 
son, New York, is the agency. 


Brown Agency Moves 


Richard Lyon Brown, sales pro- 
motion and advertising, has moved 
its offices to larger quarters at 220 
S. Michigan Ave., Chicago 3. 


Trammell Asks 
Higher Standards 
of Advertising 


Cuicaco—“If we are to con- 
tinue to raise the American stand- 
ard of living and expand our free 
economy, the elevation of adver- 
tising standards must keep pace 
with the growth of advertising 
volume,” Niles Trammell, presi- 
dent of National Broadcasting 
Company, told the National Asso- 
ciation of Broadcasters. 

“Not only is advertising in the 
public interest,’ he explained, 
“but it is the very expression of 
that interest—interest in all that 
is new, all that is better, all that 
inspires, stimulates and drives us 
to make this a world of peace, of 
strength, of freedom, of equal op- 
portunity for all.” 

Mr. Trammell proved to be a 


z 


give American Druggist. 
Note: If you do not regularly receive American Druggist, write us 


for a copy of this important November issue. 


This survey typifies American Druggist’s editorial alertness in measuring trends which 


affect the industry. It helps explain the attention and respect which 53,000 druggists 
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gentler critic of radio advertising 
than his competitor, William S. 
Paley, chairman of Columbia 
Broadcasting System, whose NAB 
talk is reported elsewhere in this 
issue. 


Soap Ads ‘Target’ 


“Among those who do not care 
to listen to the radio,” Mr. Tram- 
mell asserted, “it has become the 
fashion to jeer at radio commer- 
cials and some of the programs 
sponsored by advertisers. Soap 
advertising is a favorite target.” 
He recalled an old European prov- 
erb that “the culture of a nation 
is determined by its use of soap,” 
and told the broadcasters that 
“the United States, with 6% of 
the world’s population, uses one- 
third of the world’s soap supply.” 

To the charge that there is too 
much advertising on the air, he 
said that most successful news- 
papers and magazines devote 50% 
or more of their space to adver- 
tising. On NBC, however, “only 
6.8% of the total program time 
is devoted to commercial an- 
nouncements. .. Of 1,080 minutes 
this network is on the air each 
day in the week, the commercials 


take an average of only 74 min- 
utes.” 


Extensive Gains Seen 


He estimated the total 1946 ex- 
penditure for all forms of adver- 
tising at more than $2 billion, 
and pointed out that “competent 
authorities estimate that 10 years 
from now ... with our expanding 
economy,” the annual total will 
be more than $3.5 billion. 

He emphasized that: 

“1, Advertising has become one 
of the strongest motivating fac- 
tors in our economic and social 
progress. 

“2. Because it has made mass 
consumption and distribution pos- 
sible, advertising has raised our 
standards of living and increased 
employment. 

“3. Advertising ... gives ex- 
pression better than anything else 
to the hope, the enterprise and 
the ambition of the American 
people.” 


Appoint Clark-Wandless 


The following foreign radio sta- 
tions have appointed Clark-Wand- 
less Company, New York, as ad- 
vertising sales representative in 
the United States: Emisora Nueva 
Granada, Stations HJCB = and 
HJCD, Bogota, Colombia; Radio 
Cenit, Stations HC2AN _ and 
HC2DC, Guayaquil, Ecuador, and 
Radio Mundial, Stations OAX4F 
and OAX4H, Lima, Peru. 


Announces Scholarship 


A. & M. Karagheusian, Inc., 
New York, has completed arrange- 
ments with the Philadelphia Tex- 
tile School for a scholarship to be 
awarded an outstanding senior 
member of the June, 1947, grad- 
uating class of Freehold High 
School, Freehold, N. J. 


> | 
a CANNOT BE SOLD 
FROM THE OUTSIDE 


Concentrated Circulation 
Gives Enduring Results 


92% Home - carrier - delivery and 
73% Bayonne family subscription 

gives us a unique ability to 
get you enduring results in 
a community we have been 
serving for 76 years. 


THE BAYONNE TIMES 


BOGNER & MARTIN 
Sales Representatives 
CHICAGO 


NEW YORK 
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NOTE: As animmediate result, the newly unified Fawcett Comics 

Group guarantee will be 4,000,000 — with 

substantial bonuses above that figure — and a new set of 

happily low rates. All advertisers whose orders are 

in our hands by December 1, 1946 will be 

protected through the October, 1947 issue at present rates. 
These same lucky advertisers will get a FREE ride in 

the Yellow Unit to the tune of 7,800,000 circulation 

(at the very least) for the six months’ period. 
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Power Strike Cuts 
Pittsburgh Income 


by $30,000,000 


(Picture on Page 1) 


PITTSBURGH—This city’s 27-day 
power strike—worst utility tie-up 
in the nation’s history and the 
worst of any kind ever held here— 
cost the city $300,000,000 in busi- 
ness and wages lost, the Pittsburgh 
Sun-Telegraph estimates. 

The strike had varied effects on 
businesses. The steel and coal 
companies’ output stayed at peak 
levels. Newspapers lost little ad- 
vertising revenue after the first 
week. Spectaculars and _ illumi- 
nated posters were out all four 
weeks. Although leading depart- 
ment stores did almost no business 
the first week, their sales in the 
last three weeks of the tie-up were 
ahead of sales for the same period 


of 1945. 

The loss in newspaper linage 
was small. One newspaper ex- 
ecutive told AA that Boggs & 
Buhl, Gimbel’s and Hornes, once 
they reopened for service, used 
more newspaper space than nor- 
mally. Another newspaper spokes- 
man said that after the stores 
opened, space was so tight it had 
to be rationed. The Post-Gazette, 
in large-space ads in the Chicago 
Tribune and New York Times, 
said advertising in Pittsburgh 
newspapers ran well ahead of 
October, 1945. 


Business Index Drops 


The University of Pittsburgh’s 
bureau of business research re- 
ported that the Pittsburgh index 
of business activity, which stood 
at 198.6 when the strike began, 
dropped to 175.5 in the first week 
and to 147.6 by Oct. 5. Recovery, 
however, was indicated as swift, 
with many stores getting back into 
business by using makeshift power 
plants. 

Decision of the Duquesne Power 


Company’s 3,000 employes to sub- 
mit their wage demands to arbi- 
tration and return to work does 
not, however, end the steel cap- 
ital’s strike problems. Business— 
chiefly in the form of conventions 
—is still hurt by a strike of 1,800 
hotel workers, now in its third 
week. Most hotels are virtually 
closed. 


Shandra Names Agency 
Staddon & Kilbourn Ltd., Mont- 
real, has appointed Jasper, Lynch 
& Fishel, New York, to handle ad- 
vertising for a new line of Shandra 
perfumes and cosmetics, which will 
be introduced into this country 
early next year. Business papers 
will be scheduled immediately, 
with a consumer campaign in 
fashion and general women’s 
magazines to appear in 1947. 


Siegel Joins Block 


Herman E. Siegel has been 
named production manager of the 
sales promotion division of Kirby 
Block & Co., New York. He was 
formerly with Harrison Services 
Advertising in a similar capacity. 
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‘Same-Day’ Ads 
Tested by ‘Wall 
Street Journal’ 


New YorK — Dramatizing its 
claim to the title as the “only 
business daily,” the Wall Street 
Journal reproduced part of its 
Oct. 17 front page in a full-page 
advertisement appearing the same 
day in newspapers here and in De- 
troit, Cleveland and Chicago. 

The page ads showed the top 
three-fourths of the Journal’s 
front page, demonstrating its ac- 
tual news’ coverage of the day, 
while the bottom quarter was de- 
voted to copy explaining its daily 


business news service. Maxon, 
Inc., placed the test copy. 
In Cleveland, the _ insertion 


brought a Page 1 story of the pro- 
motion in the Press. The Detroit 
News referred to the ad and to 
four-inch teasers scattered in dif- 
ferent sections of that day’s edi- 
tions as “an unusual advertising 
test, designed to demonstrate the 
timeliness and extent of its news 
coverage by the Wall Street Jour- 
nal.” 

The lower section of the ad 
arrived in Detroit Wednesday aft- 
ernoon, but it was necessary for 
the New York engraver to wait for 
the Journal’s Thursday issue to be 
printed in order to make a plate 
of the front page. This was air- 
mailed from New York late 
Wednesday and, though scheduled 
to arrive in Detroit at 3:32 a.m., 
did not reach the city until 5 a.m. 
due to bad weather. Robert Schus- 
ler of the News advertising staff 
met the plane, reached the office 
at 6 a.m., and the mechanical de- 
partment fitted the plate together 
in time for the first edition, which 
went to press at 8:35 a.m. 


AIR-SPEED EDITION 
GETS PROMOTION 

San Antonio—‘New Wings for 
‘The News’ ” headlines a page an- 
nouncement in the San Antonio 
Evening News explaining its new 
air-speed delivery of the paper in 
the Rio Grande valley, Corpus 
Christi area, Laredo and other 
communities in southern Texas. 

Illustrations picture the planes, 
pilots and maintenance crew 
which provide the airnews service. 
The Express Publishing Company, 
through a_= subsidiary, Airnews, 


‘PARADE’ PARLEY—Arthur H. "Red" 
Motley, seated, publisher of Marshall 
Field's Sunday magazine Parade, holds 
his first editorial huddle with his newly 
appointed editor, Ken Purdy. 


Inc., operates its own fleet of 
planes as well as flying and main- 
taining them. Editions are trucked 
to the San Antonio airport, flown 
to their destination and delivered 
by truck and carrier. 


McGraw-Hill Reshuffles 
Western District 


At his own request to be re- 
lieved of some operating responsi- 
bilities, John M. Rodger, McGraw- 
Hill Publishing Company’s repre- 
sentative in the western district 
(Chicago - St. Louis) as regional 
vice-president, has been with- 
drawn from direct charge of ad- 
vertising sales and sales man- 
agement, and has been appointed 
regional vice-president in charge 
of all McGraw-Hill activities in 
the western district, with P. D. 
Allen named as district manager. 
Mr. Rodger was McGraw-Hill’s 
first district manager, and has 
completed 33 years’ service. 

R. N. Whittington, at present 
engaged in group sales activities, 
has been appointed associate dis- 
trict manager for group sales. 


Receives FCC Permit 


FCC has granted a permit for 
construction of a new radio sta- 
tion in Milwaukee to the Cream 
City Broadcasting Company. Of- 
ficers of the company are Gene 
Posner, an attorney, president; 
Arthur Posner, former real estate 
salesman, vice-president; Albert 
Gehl, former manager of a station 
in Manitowoc, Wis., secretary- 
treasurer, and Robert Hammer- 
schlag, insurance man, member of 
the board of directors. 


Great Bi Man in the South 
The GOLDEN BELT Farmer 


verage Golden Belt per Farm Income 
Jumped from $3270 in 1944 to $449] 
in 1945. 


Total Golden Belt Farm 


Income $494 Million— 


over HALF the North Carolina Total! 


The Raleigh News and Obse 


rver—the ONLY Morning and 


Sunday Daily published in this prosperous 33 county area— 
dominates the region with 49% coverage of all rural and urban 


white families. Circulation a 


The 


Ral 


t an all-time high-over 90,000 


News and Observer 


eigh, North Carolina 


Represented by THE BRANHAM COMPANY 


eins We Pe Advertising Age, October 28, 1 
; ye : S ee | 
7 -_— ~—oe 
| . eo es 3 =e sf 
a ’ =. “ib ah 
. mn ie aS... |. bi | 
Besta ‘ ies | oe — ene: J 
oS dL ig baw : : 
oes | a Ri em — 
Be | . ae iat is alien f a : 
A ” ee oa : = 
a _———— | 
i | 

ie 
io yar RY YO mm SINGNIS; | 

4 VA GSSE YRS wy WIRIINIRGENY : 

Nts a . ZF ¥ ON A717 ~\ Oy WAS IN . . 

ae TRING’ Gros Wm, Uw, “ INIRGNG OSRINIRINY 

Bs YS GRIERG : GRUNY RYN S "> KORIB UIMYINTRY Arp W STEELY, 
GY; YRGMIRGES ff BN VN SS VP i 
YNURIR VARIGSTS YX SS WY KY ‘‘Mn— GO 
WRISTS YG; WAG : Vi 4 2 S bor SSS YY, 
GRITS ERIS S Yr j Y; DP LEG IG 
YG —WGVY YS IMG OS» i> Y p 7 y YSU, SZ 
VANS UGNIRIESY SYN. x SYS: 

: WAS NS WNYINS WAS VA ZS d eee Ye AY NY 

YRS YS IRTINGS YISGS ik i : YSU SU 

oe SGSYS SZNZZ SYZSGS VY Si eee : < GRYISILG SY: 

= pr SENGR : : RY WY NWS & Bos y 4 (p>. YS~ DCRIKGRGG 
x YRY ‘yRGA KD fF GRGIRUGRG SYSZSZNS US Rp 
a: LR SO SY eS FOND NYWYSS SASSY YORGINT GES 
GRIGRg Yi VARIVIAGS SYSYNTTZ- 
RYASWZES A a WSS SRODST ISIS USIGSG RUBIA 
WY SYESGSGR IGG CES WONTON. 
YY ES YIRTIRYNTNING, YH | 
GX RYRE RGR RG GYYOSG IRL 
WS @ Y PUSINISILS SYLF VIRUYING ES 
Ye RAS YSZ, GING YSU: 
Wy Y RY YNIRNGRIRG YeSL7s 
SE aN, iy VR ban I SYS US~G IN a . 
: . IRGNG CIR YN — 
YW BSG Gee: VRIES GRYSILYs 
; < aN NS GNEST S VRYSGIESGISGAS ve 
Bs ee: SWAQYRIRIRGES SESS — 
| he WRIYIRGAG SIRI S ’ 
es. YIRGIRSIRYISY, iid = SSASYNG WG RIB RYINIGRT LRT BS 
2 NN PORN y~~S/ a Sen Yir~x ~Zi~ BOTGRY RS Hy VAS 
a RURIINIIN, ora poe a RG GISGRGS: LURING. 
Si (IU USS IRIS CY YIYENIN ) 

aig RIRGMERYS . ee NINTRIRGRININIRGR 

ose RIRURINGS \ :  BERAGY ORNS 

ae GRINS ee SS //5<7 GGUS SG 

aa OIRTRI NG R Ve ah ge VYNINININININING 

a, SAG : RSS YYRY GES 

oe YGRG3 \ Sone VAG US GURGR 

aan NES Aw =? = YNY Hs INYNYS 

ae GY/ \y a lc (i( am UGINYS 

ae are Ui7 ass me, 4 RIGS, OY RO 

Bes ey ice) ee S/S, NTR 

mee SRI on t IF vn 

a GN T ot rKe | VAY wh 

oe S . \3 of. of ED VAG | 

% . \3"/o ED AIR SS ail 
% . r us a WAR SRG 

ei y ts 10° pero  RINGN GRUNGE : 

eo %, ts a accoun s pre F Car- eam WVINININING 

Rees: GY \anke TY alone and , \l 7 gpatistic® Beas MINING Y 

si GA N -° ° RBS RG RYSS owe fyi 
Yr RQ ov A ales . nts ot Sa sf NS YUU S Ux YI : 
ZN "4 Cc sail $ ccoU real Oats GRY ae yy 

7 ON YOR, sre \so OF on BU area: EGR o o 

om YN nada yet Oe mint di"9 “ONE ee GSONYR i _ 

“ GN, Cane mat (pe \ rae. O _ aAXZAG A} > 
ee LAY, et (ngs yal wit me AIAS/N oS PN 
aie Uw, Ui rn e “\" 7 as : NY <f/, WS V0 . . ‘ P .. S . 
mm 6 OS a acta! Oe VAININAIR ae CARS Varela ae | 

, OC GRVn \); das 5 * (e) eae SU SERS ISIG LLY ars 8: Oe Sia bart Sie F 4 

re GNIS \94 Cane ° OR unty: a 2: ll 73ST " A EAE SA 2 

ee: . oy Z a Ya | Co exit ke eae NA YN NYAS : d ~ a “I : 
oe LRINTS Wy Ss ch THE rk an . icc NYS: ING a = : 
ay ae GNSGIS WAS Sw xh rea —_ Xo *-ers ove eee ae vi Ss e Yn Ys , ee —) é 

ok ARVIN DN GRYS \n an er 41nd rrise ao 7.7, WYYASS FAP S| 
hs, LRYUNINGMIN, uo “wspeP nkerih? ave het  INTINTINTES , . 
we .INIRIERNTING Yon, new planer es 2 o% “ee ae GNYNY NY NGS : 

as VAS GRISGNY, ily to We? out “\\ Seas LYST SGNG IS ‘ 
eG ORYIRGRINGNS » de Wit \so 9 ly 3 st — PONIES 
ee RY RIG YNGG adit! a rouse. n '  RERAES 
se: Z WG, VA} YAN a Srart © x wre \a da> GEMMGG SSIS 

ys HRY TINIINUINTIN ln Oto “\ies mun d2Y Fane = |—lCUPF}RRRKBES 

a : : m ny. Ce st RENTS 
YRYINNINUINYN Tororo far co sen OE ns Oe us RRS 
ai YRYNTINIIRG SS 900 yar! Nes“, Stat 4nis wala GGG SIGS 

an V, IN YX Yop t) On oP “\ ‘ny dets ¥ YSGIS ONG <x 
' WAZRIYS Ws, c \ c ete. “YU GRUS 
INN NINA, severe? 315 OT rome Palen £020 readets KKK 
a IMGRTIRGS I SSGSS7Z, ver ° ° ee GWYN GNIS 
is 2 URI ANIM w re) xhe Sar. ble 2 wv WANS No 
. ’ ° -3 IB SENTES 
es Y, "eins wpe ager : rhe xine" ee WINN 
iia, e ° n oe WAYRIES 
ae y, +. ¢ * \\y: e c° w i RYONTIN 
ee, y SIRI NI SSRN Nos. ence nornice yg hy co (Ne cay VEE 
ae IN AIRG ICS au eco owes Off? tcils- RTT Se 
aor YIN UGRYS IY mighY ied le g-Griffith for de j YN 
ss oe V7. oS NGA INYS 4), e war s, ett. ry INT < i 
eee Um oA as 4 NY I . +h groit, aN GIN NS j 
a TGR GING 8 Ont ogo P° RAS fF ! 
oe YRYINA UROGi x, chic x ES Po | 
Z SY ASG SMe: aS. 
oe GU RUGS —— ee 
ae eee UW DPSS, LRGs WS, ee ANS 
wil NNN RIN, — rs 
4 YNNYRY ON SYR = 
as UST NONE  YENF RTS . _. 
GRY NGGRINGS SES : 
a GING RYN RY NING S 
INR RIRGRGNIS a < ee 
LGEGISGS Ws SRO PP at 
WINKS | tI GGO Ja 
QGSYILGIGEU or , YRG RII RS os 
WYRY RGSS RG oy DONO NIGINT RING IIR 
YRS TG, ae SIRT SYOSGSIISS eae 
RDVDEVTATI IS. <H. P ji RRIF; GYRYSGSYISI EX 
INGERY RL SY, EIN ; rs es alae SY GGG SRY SG. GSS os ian 
RIG RIS RIGS ie OINTRY RY SINGS QRUGRIBR SUESGIS . oe 
ROGSGLIEG TGS a ae OWN NS WRYRY, YI SIS SOR IY ES ; ' 
RIRGRO RG, GRY NTRIYRNT RGB SSNS SES NIENSINI NS ee 
an RGIS RY SYS RY RGISHS pis: YIN RYINS talon. 7. SZ, 
= WYER, Y RIN LONG RIN OO USS —SIIG. en An CT ET: RAE = LE TRIER RRS eR 
NS “ns YUSTG GUN YASIIEZA 
ROLL ARS ARID SI Ct 
ROSY P es ee fi. ‘ ’ a 5 : 
$13 ' we APES ce aaa k a, so . sy 
d hae es ty os jag ee sg at . ys 


YOUR PRODUCT, when it is advertised in 
Good Housekeeping, has two reputations 
to recommend it—yours and ours. 

And ours is a valuable plus for yours. 
For the confidence women have in the in- 
tegrity of Good Housekeeping extends to 


er 
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the advertisements in it. Thus each adver- 
tisement has greater conviction here than 
it could have anywhere else. 

And there is no need to tell you that the 
power of conviction is a major force in 
making sales. 


Women know .. . 
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we give this seal to no one— 
the product that has it, earns it. 
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Granted AM Permit 


a 
FCC has granted a construction Auto and Radio 


permit for a new AM« station to | 


the Western Massachusetts Pub- 
of these urban families now own 


lishing Company, Pittsfield, Mass. | ) d Hi h 
| eman S ig F jan automobile, 30.6% want to buy 
Fr ‘ rr . one. ' ; ‘ 
Collier's’ Finds izes ot auomaus rete 


we families planning to buy, 20.2%; 
30% of Urban Families kitchen range ownership (mostly 


Want Them: Fewer gas and electric), 92.8%, and plan- 
' 


“ ning to buy, 11.5%; washing ma- 
Seek Appliances chine ownership, 50.2%, and 


planning to buy, 20.9%. 

NEw YorK — Despite the fact For other appliances the respec- 
that 95.3% of 8,000 families inter-| tive percentages were: Vacuum 
viewed by the Psychological Cor-|cleaners, 54.9 and 13.6; electric 
poration in 125 cities and towns/irons, 92.6 and 11.4; automatic 
now own radios, 31.8% plan to buy | electric toasters, 30 and 13.7; elec- 
them, including television sets, the | tric food mixers, 21.5 and 10.8. 
research department of Crowell- The survey found that Collier’s 


|Collier Publishing Company points 
out in a report on “The Collier’s 
Market.” 

| And despite the fact that 51.4% 


SUPREME 


123 W.Madigon St. Chicago,(2) LIl. 


families owned more of all the 
|products, percentage - wise, than 
— families as a whole, the in- 
|crease ranging from 1.5% more 
| kitchen ranges to 38.6% more elec- 
tric food mixers. In addition, the 
Collier’s families planned to buy 
more of the products, percentage- 
wise, ranging from 12.3 on electric 
irons to 50.9 on electric food mix- 
ers. 

The study, made last winter and 
spring under the supervision of 
Ray Robinson, Crowell-Collier re- 
search director, was done on a 
newly developed “block sampling” 
method. 

Although 21.9% of the urban 
families covered who own auto- 
mobiles now own Chevrolets; 18% 
own Fords; 12.5, Plymouths, and 
9.3, Buicks, it was shown, 14.2% 


No. i on planning schedules 


for SUCCESS with 
home furnishings 
advertising 


WHO ARE THEY, these men who give 
RETAILING a permanent prominent place 
at the top of plan schedules for next 
year’s advertising? They're agency execu- 
tives who refuse to take chances with the 
complete success of a campaign. They're 
advertisers who know the vital need for 
keeping retailers informed. They're men 
who know and prefer RETAILING. And 
for good sound reasons. Like these: 


re Teslipépsgtt 2 Foon. 
PY Speen Wipsanes 


-RETAILIN 


1. None Seco Ran Experctath to Wiese Dy Brevis 
Lead 
oS 


Mid 


fed of OFA Prompect oF a Gripplind OFA 
oe Lang 


see 
poneme es cane ond 


» In a home furnishings campaign you can’t get far without first 
telling and selling the retailer. If the retailer isn’t “sold,” the 


product isn’t SOLD. 


2 Your merchandising and consumer advertising plans and policies 
are important NEWS to retailers. They'll get the quicker atten- 


more cities and towns —than you can reach in any 
-. furnishings business paper. 
home furnishings 


business paper 
for advertising: 


1. Furniture and Bedding 
2. Curtains and Draperies 
3. Decorative Accessories 
4. Floor Coverings 

5. China and Glassware 
6. Lamps and Lighting 

7. Housewares 

8. Major Appliances 

9. Radio and Television 


7} NO OTHER home furnishings business paper can 


the news and ads it brings them. 


TWICE WEEKLY 
MONDAY and 
THURSDAY 


tion given to news when you explain them in ads that are next 
to the news, in the industry's on/y home furnishings NEWSpaper. 


& You can deliver your message in RETAILING to more executives 
in more furniture, home furnishings and department stores, in 


other home 


do so much 


to insure the success of advertising plans and ideas. RETAILING 
has been proved to be No. 1 in reader interest and action. It’s 
read eagerly by retailers, and they base their daily decisions on 


22,215 ABC NET PAID circula- 
tion on June 27th. Biggest of 
all home furnishings business 

papers. 


ONE OF THE FAIRCHILD FAMILY of publications that includes Women’s Wear Daily, Men's Wear, 
Footwear News, Daily News Record, Fairchild International and Fairchild Blue Book Directories. 


FAIRCHILD BLDG., 8 E. 13th ST., NEW YORK CITY 3 
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of these owners plan to buy Chev- 
rolets, 13.9 Fords, 8.7 Buicks, and 
6.1 Plymouths. 


Chevrolet, Ford Tie 


Among all families covered— 
owners and non-owners—Chevro- 
let and Ford are tied for first in 
buying preference, 4.3% each, fol- 
lowed by Buick 2.7, Plymouth 1.9, 
Pontiac 1.6, Oldsmobile 1.5, Chrys- 
ler 1. The new Frazer and Kaiser 
get only .1% each at the bottom 
of the list, with Dodge, Packard, 
Cadillac, De Soto, Nash, Stude- 
baker, Hudson, and Mercury ahead 
of them. Nearly one-third (9.5%) 
of the 30.6% of all families who 
plan to buy cars are undecided 
about the make. 

Philco has a strong lead in radio 
buying preference among all the 
families covered—5.9% as against 
1.7 for RCA Victor, 1.1 for Zenith 
and 1.0 for General Electric. How- 
ever, 17.2% of the 31.8% who want 
radios are still undecided as to- 
brand. 

Some other findings: Magic Chef 
leads in buying preference among 
gas ranges, G-E among electric 
ranges, Bendix among washing 
machines, Hoover among vacuum 
cleaners, G-E among irons, Toast- 
master among toasters, and Sun- 
beam among electric food mixers. 


Perona Adds Lejon, G&D 


Lucien Perona, for 10 years ad- 
vertising manager for Italian 
Swiss Colony wines in San Fran- 
cisco, product of National Distillers 
Products Corporation, has been 
appointed to handle advertising 
for G&D vermouth, Lejon brandy 
and Lejon wines as well. He will 
make his headquarters in the com- 
pany’s home office in New York. 


Institutional Ads Start 


American Brake Shoe Company, 
New York, has launched an insti- 
tutional series of pages in national 
magazines to illustrate how the 
company’s research and engineer- 
ing are developing longer-wearing 
parts for industry and transporta- 
tion. Cecil & Presbrey, New York, 
is the agency. 


Rawlings Promoted 


B. E. Rawlings, with Cities Serv- 
ice Oil Company (Pa.), New York, 
for 20 years, most ‘recently as 
manager of lubricant sales, has 
been appointed director of sales 
training. He will also serve in 
an advisory capacity in the recruit- 
ing and selection of sales person- 
nel. 


Opens Mailing Service 

Thomas Morrison has resigned 
as assistant advertising manager 
of Worthington Pump & Machin- 
ery Corporation, Harrison, N. J., 
to open his own direct mail ad- 
vertising business, Quick Letter 
Mailing Service, 376 Broad St., 
Newark. 


Appoints Mangan 

James T. Mangan, of Mangan & 
Eckland, author of “Automatic 
Merchandising,” “The Knack of 
Selling Yourself,” and “You Can 
Do Anything,” has been appointed 
head of all public relations activ- 
ities of Coin. Machine Industry, 
Chicago. 
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NET PAID CIRCULATION 


100,000 world-minded, travel-minded WORLD 
REPORT readers constitute an exceptional market 
for your travel services ... for cruises .. . for resort 
and hotel facilities. For they plan for tomorrow with 
vision as wide as the contents of WORLD REPORT 


itself. Tell them your travel story. 


ae .. . including, of course, freight trans- 
portation agencies, equipment manufacturers, 


state and regional development bodies. 


WHAT THIS 100,000 MEANS TO You 


Here's concentrated readership of a truly exceptional 
nature... people genuinely interested in the world around 
them, who look to WORLD REPORT to give them facts 
and reliable forecasts about today’s news, tomorrow's 
developments . . . who have vision to see beyond imme- 
diate horizons .. . who make decisions based on facts 


and have the means to implement their decisions. 


More than 95% of all WORLD REPORT subscribers ex- 
amined the first few issues on trial. After this pre-pub- 


lication trial offer, 78% subscribed for more than a year! 


World Report 


THE ONLY WEEKLY NEWSMAGAZINE 
REPORTING, EDITING AND FORECASTING 
THE NEWS OF THE WORLD 


LABOR LAW CHANGES? 


publishers of 
WORLD REPORT 
THE UNITED STATES NEWS 


* 


UNITED STATES NEWS PUBLISHING CORPORATION 


IMPORTANT NEWS FOR IMPORTANT PEOPLE 


BUYING TRENDS IN VU. S. 


NEW SPURT IN GOODS 
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Research in the Graphic Arts 


It seems to us of more than pass- ;and many individuals and organ- | 


ing significance that 
sensible and outspoken comment 
on the need for a coordinated re- 
search program in the graphic arts 


‘foster these advances. But Dr. 
|Mees has put his finger upon the 
/crux of the problem. The pro- 


the most izations have done a great deal to | 


| 


should have come from Dr. C.E.K.| duction of ideas and improved | 
Mees, director of research for East-| processes has not been even or, 


man Kodak Company. 


‘uniform, with the result that 


Talking to a meeting of the|speeded up presses, for example, | 


New York State Society of News- 
paper Editors on Oct. 15, Dr. Mees 
specifically urged the development 
of a “graphic arts research insti- 
tute”’—a coordinated program 
which will delve into every phase 
of the problem of translating ideas 
into printed matter. 

“There is a great need for re- 
search in the graphic arts as a 
whole, as well as in its component 
parts,” Dr. Mees said, ‘“‘and I think 
what is needed is a research insti- 
tute for the graphic arts in which 
the whole subject will be studied 
in order to improve the production 
of printed material, unhampered 
by its separation into different 
fields. We need a Graphic Arts 
Institute, in fact, which will take 
the progress that is being made in 
photography, in methods of com- 
position, in the engineering of 
press design, in the production of 
ink, and the manufacture of paper 
and will correlate it into one whole 
which will result in the improve- 
ment of the graphic arts processes 
and of the production methods 
used for the spreading of words 
and ideas.” 

Within recent years, there have 
been notable advances in one or 
another of the graphic arts fields, 


are prevented from running at 
|their best speeds because no one 
|has yet discovered how to dry ink 
quickly enough, or to produce pa- 
per which will stand the strain of 
|the added speed. At the same 
‘time, there have been few ad- 
vances of importance in many of 
\the graphic arts processes, again 
with the result that advances in 
one segment are largely vitiated 
through the inability of other seg- 
ments to keep abreast of develop- 
ments. 


graphic arts institute, devoted to 


ment over the whole field, is not 
only sound but entirely feasible. 
It deserves serious thought on the 


graphic arts and, we _ believe, 
merits their support. Such an in- 
stitute should have been developed 
long ago. We hope that quick ac- 
tion can be taken along this line 
now. Time, Inc., has made a near 


its own research program, but the 
subjects for investigation are too 
broad to make it either reasonable 
or proper for any single organiza- 
tion to bear the brunt of ali the 
| work. 


That Matter of Profits 


Last week ADVERTISING AGE re- 


ported Walter Weir’s “tough” 
speech before the Advertisers’ 
Club of Cincinnati under the 


headline, “It’s No Crime to Make 
a Profit.” 

That’s right; it isn’t. And Ap- 
VERTISING AGE has maintained all 
along that not only is it not a 
crime to make a profit, but the 
conventional 99.44 per cent of the 
American public don’t consider it 
a crime. 

The public 
tions of a good many American 
businesses would move along a lot 
more smoothly and evenly if more 
people, especially in the ranks of 
management, realized this, and 
stopped pussyfooting on the issue. 
Only the “lunatic fringe” thinks 
profit and crime are synonymous. 
The others—accounting for a very 
substantial majority—have no ob- 
jections to profits, either for busi- 


and employe rela-| 


ness or for themselves. They have 
/an objection only to being played 
|for suckers. 

| Mr. Weir says we need more 
‘business men with “guts” to tell 
|the public about the facts of life, 
‘about the profit system and the 
| “inexorable laws” that go into 
|making a profit. There can be no 
question of this, nor of his cor- 
iollary statement that glittering 
generalities about our way of life 


Dr. Mees’ suggestion for a| 


integrated research and develop- | 


part of all concerned with the | 


approach to this suggestion with | 


‘Get the Shot? 


| 


} 


| 


| 


| 


| 


are not, and cannot be successful. | 


We need hard-hitting advertis- 
ing and public relations. We need 
to speak up. But we need facts 
and figures, too, and no attempt to 
|obscure the real problems or is- 
sues. Because in the kind of 
|“tough” approach that Mr. Weir is 


| advocating, you can’t just tell "em; |. oud like catalogs and price lists 
|you’ve got to sell ’em, and you! 


|can’t sell ’°em unless you can prove 
that you’re dishing the stuff up 
straight. 
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—Pepsi-Cola Company 


“Ellsworth had to stay after school again and write it fifty times." 


One of our alert colleagues 
noticed the gem below. If you 
can see the reproduction, you’ll 
discover that two men, one a 
fireman, are trapped atop a burn- 
ing building, and a photographer 
in a helicopter has recorded their 
picture for an entranced audience. 


@ RADIO CORPORATION af AMERICA 
x 4 


for the following lines: Crockery 
& Glassware: Tea sets, Plates, 
Tumblars, Juggs, Cycle access- 
ories: Freewheels, chains, steel 
balls, %”, 5/32”, 3/16”, 14” size. 
Axles front, central, rear and 
Padals, Mudguards, Handle grip, 
Hubs, Oil lamps, Dynamos, Padals, 
Hand pumps, Saddles; Spokes, 
spanners for repairs, Handle, Folk, 
Ream, Chainwheel, etc., etc., Elec- 
tric Goods: Lamp Electric 220/330 
Volts 15 to 60 watts Enamelled 
coper wires, double Cotton and 


wire, Nickle chrome _ resistance 
wire (for heaters) Switches, hold- 
ers, etc., etc., Clocks, 
Fountain pens, Thermos 
Needles for sewing machines and 
hand, Medicines pattents, Cork for 
bottles, Paper, Heal & Soles rubber 
for shoes, wine etc., etc.” 

Don’t say we don’t give you 
marketing information. If you’re 
snowed under with padals, medi- 
cines pattents, or rubber for shoes, 
wine, etc., etc., this is Opportun- 
ity. 


Jottings 
E. S. Babcox, president of Bab- 


What our colleague wants to} 
know is why the helicopter doesn’t 
rescue the two men, even at the 
risk of ruining the telecast. 


Answer Adroit 


On the first morning of a recent 
bus strike in Chicago, one of our 
scouts was awakened at his hotel 
by the usual 7:30 call, but the 
routine was varied: 

“Good morning, sir, 
There’s a bus strike.” 

Said our scout, “Oh, hell!” 

Said the girl, “No sir, take the 
El.” 


vs: ¥300; 


And he got a ride to work with | 


the Episcopal Bishop of Chicago. 


Injia’s Sunny Clime 

We sometimes think there must 
be a wide and indiscriminate fun- 
nel poised above our desk. 
week there floated down a letter 
from The Modern Electric Works, 
Ambala City, India (incorporated 
with the Modern Cycle Stores 133 
Anarkali, Lahore). The MEW 


“for the articles you are manufac- 
turing and can export immediately 


‘or in the hear future.” 


| 
| 


Further, “We are in the Market 


This | 


cox Publications, Akron, tells us 
that the membership of the Ad- 
| Vertising Club of Akron has risen 
|from 250 members in February, 
/1944, to 325, and that the AFA 
| tells the club it has the best record 
|in the country... 

| We have an invitation from the 


| Katz Drug Company, Kansas City, | 


|to attend their presentation of the 
‘Kansas City .Philharmonic Or- 
chestra, which must represent 
/some sort of departure from usual 
drug store promotion... 

Street & Smith now calls Pic a 
“mangazine.”’ . 

Florida Power Corporation sent 
out its quarterly dividend in Sep- 
tember, announcing not only a 
25% increase in the dividend, but 
|}enclosing a four-color check, with 
a painting of a typical Florida 
scene. . . 

We have it straight from Max- 
well Hamilton, editor of Motion 
| Picture, that Fred Astaire CAN’T 
| retire. .. 
| On Sunday, Oct. 20, American 
be Products, Chicago, marked 
its 19th year of broadcasting with 
the “American Radio Warblers,” a 
bunch of canaries 
with background organ accom- 
paniment... 


Slik copper wire, Eurika resistance | 


Watches, | 
Flasks, | 


which sings | 


1946 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, IIl. 


No. 2708. How to Advertise in 
Trade Papers 


Haire Publishing Company has 
issued this booklet, which contains 
a case study of one nationally 
known manufacturer’s consistent 
advertising campaign. The ads 
shown in the booklet appeared in 
Haire’s Crockery & Glass Journal, 
but it is pointed out that the basic 
principals used in the series apply 
“in any industry and to any prod- 
uct merchandised through retail- 
ers.” 


No. 2709. The Extent of New 
| Construction, Remodeling and 
| Modernization in the Meat 
Packing Industry. 

| This material, issued by The Na- 
| tional Provisioner, contains an an- 
_alysis of 1,254 replies the publica- 
tion received from meat packers, 
sausage manufacturers, renderers 
and meat canners to the question: 
(1) What plant additions are you 
planning? (2) What plant addi- 
tions are you now making? (3) 
What operations do you intend to 
add to your present ones, now or 


in the future? 
No. 2710. This Is Progressive 
Architecture. 


In this brochure, Progressive 
Architecture presents the results 
of a study of the subjects in which 
the architectural profession is par- 
ticularly interested; analyzes its 
editorial content, and discusses 
readership and response to adver- 
tising. 


2686. 
Survey. 


The composition and character- 
istics of its urban reader-families 
are the subjects of this nation- 
wide survey published in two 
parts by Collier’s, developed in 
cooperation with Psychological Re- 
search Corporation, which made 
the survey. The researchers de; 
veloped and used the block 
sampling method, in which the 
number of families to be inter- 
viewed in each income group was 
determined. by making maps of 
each city block, showing the aver- 
age rent paid by tenants in each 
block in the 125 representative 
cities included in the survey. The 
second of the two booklets shows 
the number of Collier’s readers 
using specific brand products, in- 
cluding automobiles, electric ap- 
plances, etc. 


| No. 


Collier’s Qualitative 


|No. 2685. We Went Hunting and 
Fishing for Facts. 


Figures and fun are shaken up 
and poured out in this brochure, 
in which Hunting & Fishing, by 
means of cartoons and cold facts, 
gives as much information as any 
advertiser should want to know 
about the magazine’s readers. The 
information was obtained through 
a questionnaire, titled “Pardon 
Our Long Neck,” which was Car- 
lried in all copies of H&F distrib- 
luted last February, a departure 


from the usual _ cross-section 
method. 
No. 2691. Seven Surveys. 


Business Week has issued this 
'folder, which reports the results 
of seven independent surveys 
made to determine the regular 
reading habits of management 
/'men. The surveys were conducted 
in 1944, 1945 and 1946. 
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All Picture-Roto Sections 


With the one hand —~THE NEW FIRST 3 Markets Group 
combination made up of: 
@ GRAFIC—The Magazine Section of the Chicago Sunday Tribune 


@ EVERYBODY’S WEEKLY — The Magazine Section of the Philadelphia 
Sunday Inquirer 


@ PICTURE-ROTOGRAVURE Section of the New York Sunday News 
With the other hand — FIRST 3’s long-established combination 


Magazine and 


of the Picture-Roto Sections in all 3 newspapers. Picture-Roto Sections 
No matter which hand you use, you can deliver trated circulation that 
a Sunday punch:in a market of nearly 12 million hits your most important markets—New York, 
families who account for 40% of the country’s Chicago, Philadelphia, and more than 1600 
retail sales and 42% of the food sales. cities and towns. 


In either hand you have a powerful, concen- TOTAL CIRCULATION Now OVER 7,200,000 
NOW—More than Ever Before—Advertising’s FIRST BUY is FIRST 3 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retograuure +» Colorgrauure 
Picture Sections + Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 


THE GROUP 
WITH THE 
SUNDAY PUNCH 
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Active Sportsmen 


record-high in active sportsmen’s 
A.B.C. circulation of 700,000%*, it 
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Offering a new modern editorial tech- 
biggest-name writers and artists, 
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Moss Goes to Agency 


L. Howard Moss Jr. has re- 
signed from P. F. Collier & Sons 
Corporation, New York, to  be- 
come an account executive with 
Green-Brodie, New York agency. 
Previously he had been with Ziff- 
Davis Publishing Company, Har- 
per & Bros. and Doubleday Doran 
& Co. 


Ward's Names Hansen 


J. W. Hansen, formerly with 
the OPA as regional price attorney 
and associate regional price execu- 


tive in the New York region, has | 


Insurance Admen 
Urged fo Exploit 


Firms’ Attributes 


| Ad Chiefs 'Most 
| Versatile Men,’ 
_ North Tells Parley 


been appointed placement director | 


of Montgomery Ward & Co., Chi-| 


cago. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 


Artkraft 9 P 
900 Kibby St., Lima, Ohio, U.S.A. 


' 
“Trademorts Reg US Pot OF a 


ATLANTIC Critry—Importance of 
the position held by advertising 
managers in the insurance field 
_ Was emphasized by John Alden 
North, vice-president and director 
of the Phoenix Mutual Life Insur- 
ance Company, Hartford, Conn., 
and chairman of the public rela- 
tions committee of the National 
Board of Fire Underwriters, at the 
annual Insurance Advertising Con- 
| ference here. 


Addressing 100 insurance adver- 
tising executives attending a meet- 
ing at the Ambassador Hotel Oct. 
14-15, Mr. North stressed the 
point that “this position is an im- 
portant key to the promotion and 
improvement of human relations 
with your companies and agents.” 

He urged that insurance adver- 
tising men better exploit their 
companies’ attributes by assisting 
in translating executive policy to 
agents and field men, offering to 
draft departmental bulletins and 
announcements, writing letters for 
anniversaries and articles for house 
organs, framing the wording on 
envelope stuffers and advertising 
copy, helping draft speeches, etc. 


‘Most Versatile Member’ 


“IT often wonder how valuable 
you make your talents,” he said. 
“With probably the most varied 
talents of any men in your organ- 
ization, you men represent the 
most versatile member of that or- 
ganization. You are capable of 


doing the most things; you have 
the contacts, but do you use 
them?” 

Mr. North made a plea for closer 
cooperation between insurance 
companies and the insurance press. 
Conceding the majority of the 
trade’ press ‘does an _ excellent 
job”, he told representatives in 
the audience reportorial responsi- 
bility “is yours as long as your 
papers seek advertising and. you 
aspire to a place in the sun. Like 
companies themselves, there are 
good, poor and indifferent (trade 
periodicals) among us. Some will 
survive, some will not.” 

Mr. North announced that the 
Board of Fire Underwriters will 
sponsor a half-hour Sunday after- 
noon radio program over a na- 
tional hookup to begin the first or 
second week in November. 

The radio script will be de- 
livered by “live talent,” he said, 
with a one-minute break in each 
broadcast for a brief address by 
a nationally or statewide-known 


MORE OKLAHOMANS 


TODAY 


THE SUNDAY OKLAHOMAN 


THAN 


EVER 


PAID CIRCULATION 


MORE THAN 
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BEFORE 


IN HISTORY 


SUNDAY, SEPTEMBER 29th 


THE OKLAHOMA PUBLISHING CO.: THE FARMER-STOCKMAN—WKY, OKLAHOMA CITY—KVOR, COLORADO SPRINGS 
KLZ, DENVER (UNDER AFFILIATED MANAGEMENT)—REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


Rites 


Advertising Age, October 28, 1946 


fire commissioner, marshal or 
other official. 

A resolution calling on the con- 
ference to determine membership 
interest in support of an IAC-ad- 
ministered institutional educational 
program to promote national pub- 
licity coverage for fire, casualty 
and surety companies was intro- 
duced by Arthur Joyce, advertis- 
ing manager of the Insurance 
Company of North America, Phila- 
delphia. 

Mr. Joyce, chairman of the edu- 
cation and public relations com- 
mittee, proposed that since the 
National Board of Fire Under- 
writers and the Association of 
Casualty and Surety Executives 
already have efficient publicity 
setups, a practical IAC move 
would be to tie in with their pro- 
grams rather than inaugurate one 
of its own. 

The suggestion met with gen- 
eral approval of delegates, who 
amended it, however, so that the 
IAC will be represented on a 
jointly-operated program with the 
other groups by its own advisory 
specialist. 


Urges Permanent Headquarters 


Establishment of a permanent 
IAC headquarters with a perman- 
ent secretary for the preparation 
and distribution of window dis- 
plays for agents was urged by X. 
Sidney Holt, director of advertis- 
ing and publicity, Aetna Insurance 
Company, Hartford, and chairman 
of the IAC window display and 
novelty committee. This, he said, 
was to replace the present method 
wherein each company furnishes 
its own window displays to agents. 

Delegates voted to authorize ap- 
pointment of a committee to ex- 
plore the possibility of Mr. Holt’s 
plan. 

The value of motion pictures in 
telling the story of fire prevention 
and allied educational topics was 
stressed by Harry G. Helm, adver- 
tising manager of the Glens Falls, 
N. Y. group and chairman of the 
IAC committee on movies and 
radio. 

This service should be provided 
by the National Board of Fire 
Underwriters and the Association 
of Casualty and Surety Executives, 
he declared. The conference rec- 
ommended that movies and radio 
transcriptions be “made available” 
to agents whenever possible. 

Theodore W. Budlong, New 
York, a member of the public re- 
lations staff of the National Board 
of Fire Underwriters, was elected 
president of the conference at the 
closing session. He succeeds Ralph 
W. Smiley, New York publicity 
and advertising manager of the 
Royal Liverpool group, for a one- 
year term. 

Clark W. Smitheman, assistant 
advertising manager of the Insur- 
ance Company of North America, 
Philadelphia, was named _ vice- 
president. Joseph A. Gernhardt, 
advertising manager of the Na- 
tional Surety Company, New York, 
was reelected secretary-treasurer. 


Goes to Detroit Agency 


John Eckels, formerly’ with 
Ralph H. Jones Company, Cincin- 
nati, has joined the creative de- 
partment of Brooke, Smith, French 
& Dorrance, Detroit. 


The Biggest Little Paper in the U. S.! 
LINEAGE Space buyers say, 
[" “AUFBAU is tops.” 
a Z| _| 1940... 300,000 lines 
G 1941.... 550,000 lines 
a 1942.... 650,000 lines 
h 1943.... 729,212 lines 
1944.... 850,000 lines 
1945....1,100,388 lines 
6 


For rates and ABC circulation, write Adv. 
Manager, Aufbau, 67 W. 44th St., N. Y. 
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ANSWERS 


1) Panama City. The population (now 33,000) has doubled three 
times in the last || years — and is still growing fast! 


2) Panama City News-Herald — the fifth largest evening news- 
paper published in Florida with the exception of evening-morning com- 
binations. It is the only daily paper published within a radius of 80 miles. It 
services 7 rich, adjacent dairy and agricultural counties for which Pan- 
ama City is the transportation and commercial center. The present de- 
livered home circulation is nearly 12,000 A.B. C. 


3) By advertising in the Panama City News-Herald. The gross 
effective buying income for the area served by the News-Herald is 
more than $75,000,000.00 (Sales Management's Survey of 
Buying Power, May 10, 1946 issue). 
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Auto Bumper Ads? 
Milwaukee Sees 
Nationwide Use 


MILWAUKEE — The bumpers of 
privately owned automobiles will 
be used to carry advertising mes- 
sages under a plan conceived by 
V. W. Habenicht, former Milwau- 
kee grocer and salesman, who has 
organized the National Auto 
Bumper Advertising Company. 

“We have 35 automobiles carry- 
ing panels for advertising around 
Milwaukee,” he told AA. “We 
ought to have 100 by November 
and 200 by January.” 


SELL BY MAIL 


mail order advertising 
your merchandise, 


Let this successful 
agency show you how to sell 
books, courses, services, etc. 
ARTWIL COMPANY, Advertising 
26-B West 48th St. @ New York 19, N. Y. 
MEdallion 3-0813 


The motorists are paid $2 per 
bumper per month. So far none 
of the cars carries commercial ad- 
vertising. Instead they explain 
Habenicht’s idea on cardboard 
strips reading, “This Advertising 
Space Available.” 

“You’ve got to have the carriers 
lined up before you go to the ad- 
vertiser with your idea,’ he ex- 
plained. 

Habenicht believes that privately 
owned automobiles will be an ef- 
ficient advertising medium  be- 
cause motorists drive many places 
where streetcars, buses and taxi- 
cabs do not go. He has a fran- 
chise plan which he hopes to 
spread throughout the nation. 


Two Name Isaacson 

Spear Products Company, New 
York, toy manufacturer, and Ar- 
ranjay Wig Company, New York, 
maker of doll and display wigs, 
have appointed Robert Isaacson 
Associates, New York, to handle 
their advertising. Business papers 
and direct mail will be used by 


|! both. 


Promotes Olsenite Seats 


The plastics division of Swedish 
Crucible Steel Company, starting 
in November, will promote its 
Olsenite plastic toilet seat in 
Architectural Forum, Architectural 
Record, Building Reporter & Realty 
News, Domestic Engineering, 
Plumbing & Heating Business, 
Hotel Management, Hotel Monthly, 
Institutions, Plumbing & Heating 
Wholesaler and Plumbing & Heat- 
ing Journal. A consumer drive will 
be launched during the first quar- 
ter of 1947. Butler A. Sumner, 
Inc., Detroit, is the agency. 


Signs Frank Parker Show 


J. J. Newberry Company, vari- 
ety store chain in southern Cali- 
fornia, has signed a 52-week con- 
tract to sponsor the ‘‘Frank Parker 
Show” over Station KECA, Los 
Angeles, Monday through Friday, 
12:45 p.m., PST, together with 
spots on nine Los Angeles stations. 
Merchandising in the Newberry 
stores is being coordinated with 
the new show. Allied Advertising 
Agencies, Los Angeles, handles the 
account, 


Coal Heating 
Service Groups 


Set for Dealers 
Buchen to Aid 


Training Programs, 
Ads, Promotion 


WASHINGTON—With appointment 
of The Buchen Company, Chicago, 
to handle local service companies, 
the National Coal Association has 
prepared to organize dealers 
throughout the country to meet 
the inroads of gas and oil com- 
petitors in the domestic heating 
market. 

Under the coal industry’s strat- 
egy, local coal dealers are to be 
organized into community coal 
heating service groups, which will 
sponsor training and merchandis- 
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ing programs based on a general 
pattern worked out by NCA’s new 
coal heating service division. Each 
local program will be developed 
by dealers in the community, NCA 
explains, but the national coal 
heating service division will be 
behind them, with both finances 
and technical advice. ; 

Local dealer plans will involve 
the use of a coal heating service 
emblem, which has been adopted 
nationally as a merchandising de- 
vice. The emblem, signifying con- 
formance with standards of serv- 
ice and quality, is to appear on 
the promotional material and let- 
terheads of each member. 

Initially, under the NCA plan, 
local groups will consist of coal 
dealers, but in many cases they 
will be enlarged to include allied 
services such as maintenance 
specialists and equipment dealers. 


Develop Cleaning Service 


Under one of the pioneer plans 
worked out in the Twin Cities, 
for example, coal dealers worked 
with furnace maintenance spe- 
cialists to develop a standardized 
furnace cleaning service with a 
fixed charge, assuring best possible 
maintenance of heating equipment, 
and maximum results from the 
coal burned in it. 

Since the underlying purpose 
of the heat service group is to 
see that the consumer gets the 
best possible results from using 
coal, a good percentage of group 
effort will go into developing 
plans which will train personnel, 
including delivery personnel, on 
customer relations. 

Groups will try to offer 24-hour 
trouble shooting service. Other 
promotional features attempt to in- 
fluence consumers to look to the 
retail coal merchant for advice on 
the kind of equipment to buy and 
where to buy it. 

As groups are organized locally, 
the national coal heating service 
will, through Buchen, assist in 
the preparation of the training 
programs, and advertising and 
promotional material. NCA will 
match the contributions of dealers 
up to two cents per ton. 


Do or Die Program 


Decision to go into a decen- 
tralized dealer aid program was 
made by NCA after its marketing 
committee reported last March 
that the coal industry must cap- 
ture its share of the heating mar- 
ket in new homes during the next 
decade, or lose out entirely to 
other fuels (AA, March 4 and 25). 

Each advertising plan is to be 
designed to meet local conditions. 
NCA is insisting that all coal heat- 
ing service advertising confine 
itself to describing only services 
which retail coal merchants are 
both able and willing to supply. 

NCA’s coal heating service divi- 
sion is a project of the entire bi- 
tuminous coal industry, charged 
with building domestic heating 
markets for coal. Bituminous Coal 
Institute, a separate corporation 
supported by part of NCA’s mem- 
bership, continues its job from 
offices here of building good will 
nationally for the coal industry. 


Seiberling Names Two 

Douglas Mueller, publicity man- 
ager of Seiberling Rubber Com- 
pany, Akron, before serving in the 
Army during the|war, has rejoined 
the company as director of public 
relations. He succeeds Thomas 
Buchanan, who has been named 
director of publications. 
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MINUTE -— GELATIN 
New Sige Saucepon Methed 


made by the makers of JELL-O 


GPARKLING-CLEAR ond delicious, 
—_ : “plain geiasa” desserts and salads are 
quicker, carer vo make, by the ore Migute 
Gelavie method. just one pan —cnly 2 of 
3 minutes’ heating — aed ins peady 00 pour 
ito moulds for weing Bus for sure maccess 


IN CANADIAN DAILIES — General 

Foods’ Minute gelatin is being pro- 

moted in Canadian newspapers for the 

first time, through Baker Advertising 
Agency, Toronto. 


Wisconsin Papers 
to Form Ad Unit 


MILWAUKEE — Newspapers in 
Wisconsin, outside of Milwaukee 
County, are preparing to form a 
solid package for national adver- 
tisers, Sidney H. Bliss, publisher, 
Janesville Gazette, reported this 
week at the annual conference of 
the Wisconsin Advertising Man- 
agers’ Association here. 

Nearly every newspaper in the 
state’s “secondary market” has 
agreed to join the campaign, Mr. 
Bliss said. By designing a national 
agency to represent the publish- 
ers, the latter will be able to re- 
duce expenses and increase their 
revenues, he said. 

A similar project in operation 
in Illinois and Iowa has been suc- 
cessful, he said. 

Margaret Egan, advertising 
manager of Marshall Field & Co., 
Chicago, asked the newspaper ad- 
vertising managers to make de- 
tailed studies of their home mar- 
kets to give advertisers the facts 


WATCH INDIANA! 


Over 60% of the people in 
INDIANA live in the smaller 


cities and rural areas . . . 
markets such as those whose 
daily newspaper is a member 


of the 


INDIANA LEAGUE OF 
HOME DAILIES 


In these cities and the farm 
area surrounding them you 
will find excellent future sales 
expansion opportunities 
— they are the PROFIT 
MARKETS of today. 


For information phone or write 


SCHEERER & CO. 


35 E. Wacker Or. 440 Leslegion Ave. 


Member of the American Association 
of Newspaper Representatives 


about who read their newspapers. 

William E. Payne, advertising 
manager of the Wausau Daily 
Record-Herald, was elected presi- 
dent of the association at the clos- 
ing session, 


Schubert Appointed 


Uriel Schubert, previously sales 
promotion manager of Continental 
Distilling Sales Company, has 
joined the national sales promo- 
tion staff of Continental Distilling 
Corporation, Philadelphia. 


Seiberling Ups Acheson. 


Arthur P. Acheson, Toronto 
branch manager of _ Seiberling 
Rubber Company of Canada, has 
been appointed to the newly cre- 
ated position of assistant sales 
manager. Ian A. Butzer has been 
named to succeed Mr. Acheson. , 


McCann Appoints Four 


Charles A. Couche, formerly ad- 
vertising salesman of the Portland 
Oregonian, has been named pro- 
duction manager in the Portland 


office of McCann-Erickson. Don 
Cronin has been transferred from 
the San Francisco office to become 
Mr. Couche’s assistant. Frances 
Brundage has been named radio 
director and Willard Wilson has 
joined the staff as radio assistant. 


Newspaper Admen Elect 

John P. S. Doherty, advertising 
director of Eagle Tribune, Law- 
rence, Mass., has been elected vice- 
president of the Newspaper Ad- 
vertising Executives Association of 
Massachusetts. 


19 
Ekco Sales Increase 


Ekco Products Company, maker 
of cooking utensils and cutlery, 
has reported sales totaling $20,- 
100,000 for the first nine months 
this year, up 53% from the same 
period of 1945. 


‘Parents’ ’ Names Craig 


Norma Craig, formerly with the 
Los Angeles office of Peck Adver- 
tising Agency, has joined Parents’ 
Magazine as West Coast fashion 
representative. 
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Revealing 
_ Seven part series by one of* - 


Chicago’s outstanding doc- 
tors, now running in HYGEIA. 
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ARTICLES LIKE THESE 
TEAR AWAY THE VEILS OF IGNORANCE AND SUPERSTITION 


GIVE MOTHERS THE FASCINATING FACTS OF LIFE BEFORE BIRTH 
REACH A MARKET RECEPTIVE TO MODERN MATERNITY AND INFANT PRODUCTS 


HY GEIA, the magazine that delivers facts to over two million readers 
—at home and in doctors’ offices—is also carrying the sales stories 
of some pretty successful maternity and infant products... sweep- 
ing them into the daily lives of thousands of mothers and mothers- 
to-be. For when these women read HYGEIA, the health magazine 
of the A.M.A., they recognize that it speaks with authority on the sub- 
ject most vital in the world to them—and in like measure, they have 
come to depend upon its advertising. 


Here, Mr. Manufacturer, is a superhighway straight to the Mother 


Market! 


Formoreinformation aboutH YGEIA readershipand coverage address 


The Health Magazine of the 


American Medical Association 


535 N. Dearborn Street, 


Chicago, 


Illinois 
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NAB Forms New 
Sales Committee 


WASHINGTON—A new National 
Association of Broadcasters com- 
mittee on sales promotion, or- 
ganized ‘“‘to increase the use and 
promote the effectiveness of radio 
as an advertising medium,” was 
announced on the eve of NAB’s 
Chicago convention. 

The new group also will assist 
in development and distribution 
of information about broadcast ad- 
vertising as a gainful occupation, 
said James V. McConnell, chief of 
NBC national spot sales and chair- 
man of NAB’s sales managers ex- 
ecutive committee. The new unit 
will serve as a standing sub-com- 
mittee to this group. 

John R. Outler, general manager 
of WSB, Atlanta, was appointed 
committee chairman. Others ap- 
pointed for the 1946-47 term were: 


|H. Preston Peters, president of 
Free & Peters, New York, repre- 
senting national sales representa- 
tives; Louis Hausman, CBS di- 
rector of presentation, representing 
national networks; Joseph 
Creamer, advertising and promo- 
tion director of WOR, New York, 
representing large-market _ sta- 
tions; Edward P. J. Shurick, direc- 
tor of promotion, press relations 
and merchandising, KMBC, Kansas 
City, representing medium-size 
stations, and John Carl Jeffrey, 
general manager, WKMO, Ko- 
komo, Ind., representing small- 
market stations. 


WLW Promotes Oldham 


William H. Oldham Jr., director 
of grocery trade relations of Sta- 
tion WLW, Cincinnati, has been 
named account executive of the 
sales department in the Chicago 
office. James Sandner, in charge of 
special merchandising, has been 


appointed to succeed Mr. Oldham. 


‘Review’ Goes National, 
Names Neale Agency 


Fruit & Vegetable Review, for- 
merly a regional monthly pub- 
lished for the citrus industry as 
California Fruit & Vegetable Re- 
view, is being expanded for na- 
‘tional distribution. 

Neale Advertising Associates, 
Los Angeles, has been named to 
handle advertising, and John W. 
Cullen Company, Chicago and 
New York, and Mark M. Hall, San 
Francisco, have been appointed 
representatives. Fred Newcomb, 
Santa Ana, Cal., is publisher. 


Radio Group Reelects 


J. Frank Jarman, Station WDNC, 
Durham, has been reelected presi- 
dent of the North Carolina Asso- 
ciation of Broadcasters. Also re- 
elected for another year were 
Richard A. Dunlea, Station WMFD, 
Wilmington, vice-president, and 
Harold Essex, Station WSJS, 
Winston - Salem, secretary - treas- 


urer. 


“Vacant Chairs 
for Russians, 
Federalists Say 


New York —“A world legisla- 
ture, based on both population and 
productive capacity, to make world 
law, enforceable on individual 
lawbreakers like any other law” 
is the objective World Federalists, 
Inc., promotes in an advertising 
campaign extended from two col- 
umns in newspapers to the Oct. 28 
Life. 

The. organization’s* executive 
committee is headed by Mildred 
Blake, senior copywriter at Young 
& Rubicam, New York, who wrote 
the Life ad and, with Mark Van 
Doren, writes copy each Sunday 
for the two columns appearing in 
the New York Herald Tribune and 
Times. Young & Rubicam places 
the copy and Harold C. Myers & 


write or wire for full details. 


THRILLING FICTION GROUP 


NOW... 


know the man nobody knew! 


A coast-to-coast survey by Dr. Starch X-Rays 


“The Man Who Reads the Pulps!” 


NOW-—for the first time—a nationwide, comprehensive survey by Dr. Daniel 
Starch clears up all-too-common misconceptions of just who reads the pulps. Filled 

with concise, hard-hitting facts, specific marketing information, this lately released 
study gives surprising new data on cultural and economic levels of pulp readers— 
actual incomes, occupations, home ownership and value, number of cars, brand 


usage, hobbies—and more. x¢ This personal interview study of THRILLING GROUP readers 
also confirms one well-known fact about the pulp audience—thorough readership. 68% 
of those questioned read all or almost all of every issue. What a break for advertisers! 


plus-2,000,000* man national market. 


10 East 40th St., New York 16, N.Y. 
VAnderbilt 6-4424 


Long life and high readability for ads, plus the now proven buying power of a mighty, 
xx Space buyers, account executives, sales and ad- 
vertising managers will want to examine this new 1946 Starch study. Have your secretary phone, 


* ABC—2,385,055 


9 South Clinton St., Chicago 6, Ill. 


Franklin 5494 


Advertising Age, October 28, 1946 


“VACANT CHAIRS FOR THE RUSSIANS” 
immediate-action plan of World 


eee. 


Foderalists stirs aew peace hepe 


Rreby sexes seutwmecnn pots a8 4 ies # BRLLOT 
ascites ae wingwiani erro set. 
ee | 
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WITH OR WITHOUT RUSSIA—World 
Federalists, Inc., New York, uses this 
copy in the Oct. 28 Life to urge for- 
mation of “a majority rule World Leg- 
islature."” If the Russians won't come 
in, says the ad written by Young & 
Rubicam's Mildred Blake, leave a pro- 
portional number of seats vacant for 
them until they join. Y&R handles the 
organization's advertising. 


Co. handles public relations for 
World Federalists, which is a con- 
solidation of world government 
organizations in 18 states and the 
District of Columbia. 


Urges Action Anyway 


The Life ad, headlined “Vacant 
Chairs for the Russians,” proposes 
that the world legislature be estab- 
lished on a proportional represen- 
tation plan regardless of whether 
the Russians immediately partici- 
pate or not. “When one family 
refuses to come to town meeting 
... town meeting is held anyway,” 
the copy says, although a preced- 
ing paragraph expresses the belief 
that the “Russians would come in. 
They couldn’t afford not to.” 

The ad parallels Life typography 
and layout, and features photos of 
and endorsements by Carl Van 
Doren, Lin Yutang, W. T. Holli- 
day, A. Phillip Randolph, Gren- 
ville Clark and Mary Margaret 
McBride. A coupon at the bottom 
is in “ballot” form, asking readers 
to vote on “amending the United 
Nations charter to get a majority- 
rule world legislature.” 

Previous newspaper ads have 
featured catchy headlines and cur- 
rent topics such as “Baruch Should 
Be Dealt a Stronger Hand,” and 
“The U. N. Is Dying but It Could 
Be Saved—Even Now.” 


KGNC Names Thompson 


Noel E. Thompson, formerly pro- 
gram director and news editor of 
Station KFYO, Lubbock, Tex., has 
been appointed assistant manager 
of Station KGNC, Amarillo, Tex. 


MacDonald Joins Agency 


George MacDonald, commercial 
artist in Los Angeles for many 
years, has been appointed art di- 
rector of Milton Weinberg Adver- 
tising Company, Los Angeles. 


NO TYPE 


| USED IN THIS AD F 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions g® 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 
able leatherette case. 


New 24-Page Type 
Catalog FREE! 
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SCOTCH TAPE ON TOP...REMOVE FROM STICK ...USE 


LLINOIS 


Disney fo Spend 
$400,000 fo Back 
Uncle Remus Film 


HoLLywoop—Walt Disney Pro- 
ductions’ new musical drama, 
“Song of the South,” which in- 
cludes three Uncle Remus stories, 
will be backed by a $400,000 ad- 
vertising and publicity budget— 
twice the amount spent to pro- 
mote any previous Disney film. 

The drive, handled by Foote, 
Cone & Belding, opens with full- 
color spreads in Collier’s, Liberty, 
Life, Look, Modern Screen, Movie- 
land, Photoplay, Redbook, The 
Saturday Evening Post, Screen 
Guide and Ideal Movie Group, 
Hunter Screen Unit and Fawcett 
Screen Unit. The opening ads 
promote the premiere of the film 
in November in Atlanta, home of 
Joel Chandler Harris, who wrote 
the Uncle Remus tales. 

This will be followed with 
single page ads in full color in 
The American Weekly, Parade and 
This Week Magazine. These will 
feature the famed Br’er Rabbit, 
Br’er Fox and Br’er Bear of the 
stories and two new child stars, 
Luana Patten and Bobby Driscoll, 
who will appear in the film. 

Mr. Disney told AA his new 
production schedule calls for three 
full-length films a year, one to be 
a major “live action” production 
and the other two _ all-cartoon 
package shows of from eight to 
10 parts each. 

Advertising expenditures will be 
increased, he said, in “proportion 
to the importance” of each pro- 
duction. The decision to promote 
“Song of the South” so extensively 
was based on a test of the film 


There’s a 
preference 
here for NBC 
shows —-and 
for KDYL’s 
brand of 


showmanship. 


Ca rats He gate ase Re. % pes 


by the Gallup Audience Research 
Index method. ARI reportedly in- 
dicated that the film will be one 
of the year’s major box office at- 
tractions. 


‘Time’ Names Woolley 

John E. Woolley, at one time 
Philadelphia advertising manager 
for Fortune, has been appointed 
assistant advertising manager of 


Butler to General Tire 


Edward B. Butler, former Akron 
newspaper man, has been ap- 
pointed director of public relations 
of General Tire & Rubber Com- 
pany, Akron. For the past two 
years he has directed dealer rela- 
tions and sales promotion for the 
central division of the company. 


Hearst Promotes Craig 


21 


tive for over 20 years, has been;the travel advertising department 
appointed western manager of|of the New York Journal-Ameri- 
Hearst Saturday Home Publica-|can, has joined the New York 
tions. Thomas King, formerly with staff. 


Meets the Trains and Planes 


Arrangements made for _ pickup 
and delivery of rush shipments 


direct from your 
office to all rail- 
roads and. air- 


BONDED SPECIAL 


DELIVERY SERVICE 


recently 


Time International. 
returned from 
with the AAF. 


Mr. Woolley 


| Herbert Craig, who has been 
service 


with Hearst Advertising Service 
in Chicago as account representa- 


ports. All-weather 
service. 


Messengers @ Cycles @ Cars @ Trucks 
PHONE DEL. 1234, 412 N. Wells St., Chicago 


name the ideal 


lightweight paper for both offset 


TI-OPAKE ! 


BVIOUSLY the answer is INTERNATIONAL TI- 
O OPAKE if you want a lightweight paper 
of unusual opacity —one with a minimum of 
show-through when printed on both sides. 


You have your choice of two finishes — Smooth 
and Vellum. Run your finger over TI-OPAKE Smooth 
and you'll know where it gets its name. This 
impressively beautiful paper— offering an ideal 
printing surface for 110 screen halftones and 
color process work in letterpress or offset —wins 
praise for catalogs, house organs, broadsides. 


TI-OPAKE Vellum has its own claims to fame. 
It offers a surface that dries quickly without 
feathering — invaluable in rush jobs. Flat color 
and line work— or anv printed matter— shows 


and letterpress 


up fo extra advantage on this rich-looking 
paper — ideal for prospectuses, financial state- 
ments, brochures, booklets, circulars, enclosures 
and broadsides. 


Even the facilities of the world’s largest maker 
of papers cannot fill all requirements in today’s 
shortages; but we'll continue to do our best. 
International Paper Company, 220 East 42nd 
St., New York 17, N. Y. 


; TMTERNATIONAL ™! 
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News Men Must 
Reveal Alliances, 
Lewis Demands 


Cuicaco—Fulton Lewis Jr., radio 
commentator, has urged that 
broadcasters require all news 
broadcasters and commentators to 
file statements revealing the source 
of all their income and the income 
of members of their families. 

Speaking at a breakfast meet- 
ing Tuesday of the Chicago Radio 
Management Club, held in connec- 
tion with the National Association 
of Broadcasters meeting, Mr. 
Lewis also said station owners 
should require commentators to 
list all past and present affiliations 
with pressure groups and other 
organizations. 

Such requirements, he asserted, 
would not necessarily prevent 
agents of Russia or their unwitting 
supporters from broadcasting, but 
would help prevent such persons 
from undermining the U. S. in its 


relations with Russia. 

George P. Ludlam, radio direc- 
tor, Advertising Council, warned 
that many advertisers who spon- 
sor public service programs do not 
profit sufficiently by such sponsor- 
ship. Those sponsoring such pro- 
grams, he asserted, should make 
sure that commercials do not 
“sound apologetic” but strongly 
identify the sponsor’s name with 
the program. 


‘Everywhere’ Planned 
Everywhere, a monthly travel 
Magazine, is scheduled for pub- 
lication and national distribution 
“in several months,” according to 
Homer H. Shannon, editor. Offices 
are at 206 E. 86th St., New York 
28. Mr. Shannon formerly served 
with Forbes Magazine, Traffic 
World and Wall Street Journal. 


Pictorial Adds Office 


Pictorial Films, New York, 
maker of home and educational 
films, has named Lawrence Gold- 
berg as sales manager in charge 
of a new branch office at 25 E. 
Jackson Blvd., Chicago. 


Andersen's to Makelim 


Andersen’s, Buellton, Cal., has 
appointed the Hollywood office of 
Makelim Associates to handle ad- 
vertising of Andersen’s Original 
green split pea soup, which it has 
sold locally for 22 years. Pack- 
aged in frozen form, it will be 
promoted by spots on all stations 
in the Los Angeles area and on a 
cooperative women’s program. 
— publications will be used, 
also. 


Kelly Named Editor 


Fred C. Kelly Jr., previously 
with Johnson - Cushing - Nevell, 
where he was engaged in writing 
and editing ordnance manuals for 
the Army and Navy, has been 
appointed editor of Refrigerating 
Engineering, New York, monthly 
journal of the American Society 
of Refrigerating Engineers. 


Names Friend-Sloane 


Regal Shirt Company, New 
York, has appointed Friend-Sloane 
Advertising, New York, to handle 
its account. Trade publications 
and men’s magazines will be used. 


Bendix Adds Spot 
Radio to Dealer 
Cooperative Plan 


SouTH BEND, IND.—As part of its 
most ambitious advertising effort 
to date, Bendix Home Appliances, 
Inc., is hitting hard on radio spot 
announcements and is. sending 
8,500 dealers, through its distribu- 
tors, a merchandiser carrying the 
text of both spot announcements 
and continuities used on records, 

Spot radio will be part of the 
manufacturer’s cooperative plan 
with retailers. Bendix and the 
distributor split half of the cost, 
with the dealer paying the other 
half. The same basis is used in 
cooperative newspaper promotion 
for the Bendix automatic home 
laundry. 

The spot radio promotion sup- 
plements the outdoor campaign 
launched in September (AA, Sept. 
2) and Bendix also is continuing 
its advertising in national maga- 
zines. In addition, dealers soon 
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WHAT HAS THREE FEET AND CAN’T WALK? 


A YARDSTICK ... which reminds us that one of the important 
yardsticks for measuring Media Merit is CIRCULATION. And in 
Pittsburgh, the Post-Gazette has by far the LARGEST CIRCULATION 


of any daily newspaper. 


Concentuate 


ne fritolweghd 


POST-GAZETTE 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


New York « Chicago 


* Philadelphia = Boston @ 


Detroit . San Francisco > 


Los Angeles 


Seattle 


MY BENDIX WASHES CLEANER 
with less woter . . . lous top . .. mo work! 


RAT AU NO Hal 6S omay Mite tnd Lorie BD ceeip 
in 


SOMETHING MISSING—Bendix Home 
Appliances’ fall drive in 10 magazines 
will feature “out of the washing pic- 


ture" illustrations like this one which 
runs next month. Tatham-Laird is the 
agency. 


will be offered a series of 13 
movie trailers, each 60 feet long 
and carrying the dealer’s signa- 
ture. 

The new merchandiser presents 
scripts of 20-30, 50-60 and 100-125 
words, with provision for an- 
nouncement of the local dealer’s 
name and address; and a second 
set of one-minute scripts recorded 
with sound effects and music. All 
play up the automatic features of 
the postwar Bendix home laundry. 

Although Bendix used spot radio 
before the war, this is the most 
extensive cooperative deal offered 
retailers. ; 

Tatham-Laird, Inc., Chicago, is 
the agency. 


$3,000,000 BUDGET 
PLANNED FOR 1947 


CLEVELAND — Bendix Home Ap- 
pliances, Inc., plans a $3,000,000 
advertising budget for 1947, Walter 
J. Daily, advertising and sales pro- 
motion manager, told the Cleve- 
land Advertising Club Oct. 25. 

All major media will again be 
used next year, he said, including 


newspapers, national magazines, 
outdoor, spot radio and _ spot 
movies. 


“Despite the tremendous de- 
mand for Bendix automatic wash- 
ers, as shown by surveys, we have 
been building our organization 
and our advertising program on 
the premise that every machine 
must be sold,” he said. “We are 
relying to a great degree on ad- 
vertising, sales promotion and 
publicity to carry us through the 
buyers’. market which will come 
next year.” 


3 Join House & Leland 


John Giesy, formerly with Fred 
Meyer Stores, Inc., has been ap- 
pointed production manager of 


House & Leland Advertising 
Agency, Portland, Ore. Polly 
Knickerbocker, previously with 


Jos. Gerber Company and with 
Station KWJJ, has been named 
radio director, and Henry W. Mor- 
ton, formerly with Adolph L. 
Bloch, Portland agency, has been 
appointed account executive. 


“The WFDF Flint reporter 
might mention us if we catch 
those auto thieves.” 
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Industry-Wide FIC 
‘Code’ Plan Gets 
First Test Nov. / 


WASHINGTON—First test of FTC’s 
program for industry-wide actions 
to eliminate unfair trade practices 
will come Nov. 7 when household 
dye manufacturers will meet to 
discuss a trade practice code. 

Date for the session was set by 
the commission this week follow- 
ing an investigation of 16 firms 
comprising the industry to deter- 
mine the extent of misleading ad- 
vertising, already charged against 
Park & Tilford’s Tintex. 

The commission ordered the in- 
vestigation late in August when 
Park & Tilford objected to action 
against Tintex advertising, on the 
ground that its competitors would 
remain free to continue similar 
promotional methods (AA, Sept. 
2). 

At the conference, dye makers 
will be asked to write rules clari- 
fying the use of such terms as 
“all fabric’ and “all purpose,” 
commonly used in advertising for 
household dyes, and “fast,” “sun- 
fast’? and “fadeless” as applied to 
colors derived from use of house- 
hold dyes. 

Decision to call in all manu- 
facturers and try to wipe out ob- 
jectionable advertising without 
cumbersome case-by-case prose- 
cutions follows the program of 
Commissioner Lowell B. Mason for 
a “big brother” relationship be- 
tween FTC and business. 

His policy, supported by Presi- 
dent Truman in asking extra FTC 
funds from Congress last spring, 
holds that common unfair practices 
can be more readily handled if 
industry members and FTC meet 
to write codes of behavior. 


Can Prosecute Offenders 


In explaining the program, Com- 
missioner Mason holds that in- 
dividual business men are hard 
put to operate ethically when their 
competitors resort to cut-throat 
methods. By putting the bulk of 
an industry on an ethical plane 
through a commonly accepted 
“code,” FTC is free to prosecute 
the minority who are offenders. 

When the dye industry meets 
next month, Commissioner Mason 
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$20,000 
for the 
Boys and Girls! 


Two top golf events will be held in 
Greensboro in ‘47... the Women's 
National Open and the Greensboro 

pen .. . with prize money of 
$10,000 each . . . What other city 
under 100,000 spends this kind of 


money? 


Sales Figures from Greensboro are 
Pleasing to the Eye! 


GREENSBORO 


NEWS-RECORD 


oS a 


will preside. Later the industry 
and the public will have a chance 
to comment on a set of rules 
which will be developed from the 
Nov. 7 session. Eventually FTC 
will issue the rules as an Official 
program for the industry. 

Meanwhile, the case against Tin- 
tex remains suspended until the 
commission determines whether 
the code will eliminate the evils 
which the firm is supposed to have 
committed. 

A second industry-wide investi- 


gation involving “bad business 
habits” in the highly competitive 
cosmetic industry is now under 
way (AA, Oct. 14). 

A conference in this industry, 
involving 100 or more firms, prob- 
ably will be called later this 
winter. 


Joins Willys-Overland 

_R. A. Schroeder, previously as- 
sistant director of the planning 
staff of General Motors overseas 


operations and formerly associated 
with Hugh L. Cooper & Co. as 
assistant chief engineer, has been 
appointed head of the planning 
section, operations division, 
Willys-Overland Motors, Toledo. 


Appoints Byrne 

Basil Byrne, formerly produc- 
tion manager in the Portland, Ore., 
office of McCann-Erickson, has 
joined Mac Wilkins, Cole & Weber 
Advertising Agency, Portland, in 
the same capacity. Mrs. Rita 
Stackhouse has resigned as re- 


23 


search director of the agency and 
LeRoy Brear, artist, has resigned 
to rejoin Jos. Gerber Agency, 
Portland. 


New Idea for Book Club 


Dahl _ Publishing Company, 
Stamford, Conn., has established 
the Dahl Book Club for hotel and 
restaurant executives. In addition 
to its own list of publications in 
this field, Dahl has arranged with 
805 other publishers to serve as a 


clearing house for any books of 
value to the institutional field. 


them. 


during the war and we're doing our own work now. 


frozen food units and lots of others. 


a 
fs BUT LET ME TELL YOU ABOUT 
/SELLING APPLIANCES IN THE SOUTH” 


You see, there are thousands of Southern housewives, like me, who would almost 


give their right eye for new, easy-to-operate appliances. We've lost our maids 


What we want are as many new, labor-saving features as we can get: 


automatic washers, ranges that cook while we’re shopping, pop-up toasters, 


It’s not a question of price — it’s features and quality we want — we've got the 


money to pay for them. Give us your best when they're available ... we'll buy 


Include the South and Southwest in Your 1947 Schedule 


YOUR FASTEST GROWING ELECTRICAL MARKET 
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GAIN IN 
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4 YEAR PERIOD 
1942-1945 
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fast North Centrel 
West North Centre! 


42.0% 


: 


SOUTH 


market will be your “best bet’’ for years to come. 


ELECTRICAL SOUTH, with its 11,000 copies monthly, is the only means of 


17 Southern and Southwestern states. 


Include ELECTRICAL SOUTH on your advertising schedule. Make reserva- 


She's right—the Southern appliance market is ready! It’s your fastest growing 
market showing a gain of nearly a million additional wired homes in the past 4 


years. And with the tremendous home construction program taking place, this 


adequately covering the appliance distributors and dealers — hardware, furniture 


and department stores as well as electrical dealers and utilities— throughout the 


tions now for coverage of your fastest growing electrical market. 


Electrical South Grant Building Atlanta 3, Ga. 


COTTON 
SOUTHERN AUTOMOTIVE JOURNAL 
SOUTHERN HARDWARE 
SOUTHERN POWER AND INDUSTRY 
SOUTHERN BUILDING SUPPLIES 
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Federal Reserve Aims to Hold 
Instalment Buying Controls 


By STANLEY E. COHEN, Washington Editor. 


|stalment buying of durables, the 


board will continue to try to slow 


WAsHINGTON — Though ae expansion of credit volume, 


Reserve will pare down Regula-| 
tion W, its wartime credit rule, | 
shortly after the first of the year, | 
consumer durables distributors | 
will find little comfort in the| 
changes now under consideration. | 

Most of the deletions, including | 
relaxation of charge account rules, 
are intended to make the credit 
freeze administratively workable. 
Board members remain generally 
firm in the belief that big credit 
fields, such as instalment buying 
of durables, should be reserved 
for the day when cash sale mar- 
kets begin to dry up. 

By retaining its control over in- 


now at $7.8 billion from a 1944 
low of less than $5 billion. 
Present consumer income might 
maintain a credit volume of $16 
billion compared with a prewar 
'$10 billion, economists estimate. 
Federal Reserve is asking Con- 
gressional consent to “hoard” this 
unused ae: for a — day.”’ 


By 


With FCC saiiians five standard 
broadcast applications a day, plus 
FM and television, some broad- 
casters fear there will be so many 
stations that some will starve. 
Meekly, FCC says it is not inter- 
ested in the business side of radio. 


Broadcasters must risk economic 
hazards, or if they appeal to Con- 
gress to strengthen FCC, they must 
risk expanding government super- 
vision of their business. 

2k tk oe 

Lawyers, trade associations and 
tip services view the decline and 
fall of OPA with mixed feelings. 
It was fashionable to write bul- 
letins denouncing government con- 
trols, but it was profitable, too. 
Now that the dear old beast is 
bleeding its last, they have to look 
elsewhere for their bread and but- 
ter. (And with butter now 99 
cents at independent stores, 95 
cents at Safeway). 

Squabble over wage rates and 
privileges of service employes, 
earning considerably less than $30 
a week, has left the city without 
hotel service. Regular weekly 
luncheon clubs, the usual influx of 
visitors on government business, 
the Community Chest “kickoff,” 
and some 18 conventions, includ- 
ing a Department of Justice con- 
ference on juvenile delinquency, 


have been hit. Hotels offered lim- 
ited arbitration after the “Wash- 
ington Post” charged lockout tac- 


tics. 
* oe * 


Tremendous expansion of the 
import-export business on the 
West Coast came forcefully before 
the Commerce Department when 
firms privately complained that 
eastern competitors had advance— 
and profitable — information on 
changes of policy at the Office of 
International Trade. In the course 
of investigation, Commerce 
learned that in Los Angeles, where 
expansion has been typical, there 
are now 640 export-import firms 
compared with 50 in 1938. 


% * * 


When the 1946 Census of Re- 
ligious Bodies starts, Census Bu- 
reau will mail forms to more than 
45,000 churches, on a list compiled 
from yearbooks and directories of 
243 denominations. Census has 
already started work on the 17th 
population census, to be made in 
1950. Preparations at this point in- 


NEW “FISHING TRIP” 


for all the Mississippi Valley 
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Your New 


Selling Force 


in New Orleans 


SAWYER-FERGUSON-WALKER CO., 


Tarpon Rodeo—August 23-25 
Sponsored by THE ITEM 


Attracts civic leaders from as 
ar away as Minnesota and Dakotas. 
Daily rodeo reports 
followed by thousands 
of ITEM readers 


ctures? 


for ne 7 pt 


Ralph Nicholson, President and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 
(92% concentrated in the New Orleans market—growing steadily) 


ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 


NATIONAL REPRESENTATIVES 
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volve aerial photos of unincorpor- 
ated areas. 
* * * 

Believe it or not, Agriculture 
Secretary Clinton Anderson has 
figures showing that farm people 
still do not get a fair share of the 
national income. Though they are 
a fifth of the population, last year 
they had only a tenth of the in- 
come, after operating expenses 
were deducted. Moreover, with 
farm income maladjusted, many 
farmers had far less than they 
needed to buy their share of goods, 
Anderson says. 

* * * 


Lifting of L-85, style order 
eliminating frills on women’s 
clothing, leaves merchants 
troubled. Those who had not al- 
ready ordered spring goods are 
congratulating themselves. Others 
wonder whether it will be possible 
to introduce new styles with prices 
as they are, and nondurable sales 
already leveling off. 

* * * 


Trade groups or individuals who 
want to have their say on the 
trend toward monopoly have until 
Nov. 1 to submit statements to the 
House small business committee. 
Though members are too busy to 
hold public hearings, Rep. Estes 
Kefauver promises that the state- 
ments will be considered when the 
staff prepares a report for the in- 
coming Congress. 


Issues RR Sales Data; 


Names Three Managers 


Modern Railroads Publishing 
Company, Chicago, has issued a 
folder, entitled “Where Is Railroad 
Purchasing Power?”, which con- 
tains information on the market 
potential available for various 
types of products sold to railroads. 

Harry Brown has been ap- 
pointed western manager of Mod- 
ern Railroads, with headquarters 
in Chicago. Harold L. Stuart has 
been named central manager with 
offices in Cleveland, and Paul F. 
Jackson has been made eastern 
manager in New York. 


12 Get ABC Awards; 
Net Appoints Johnstone 


American Broadcasting Com- 
pany last week made awards to 
12 affiliated stations for outstand- 
ing audience promotion of the 
network’s shows. Winners were 
WFIL, Philadelphia; WCOP, Bos- 
ton; WCAE, Pittsburgh; WOWO, 
Fort Wayne; WISH, Indianapolis; 
KRNT, Des Moines; WLAW, Law- 
rence, Mass.; WRCK, Rockford, 
Ill.; WPOR, Portland, Me.; WLAP, 
Lexington, Ky.; KGFF, Shawnee, 
Okla., and KADA, Ada, Okla. 

Henry P. Johnstone, manager 
of Station WSGN, Birmingham, 
has been named chairman of 
ABC’s stations planning and ad- 
visory committee. 


Inland Press Adds Eight 


Inland Daily Press Association 
has elected to membership the 
Call, Lead, S. D.; News, Benton, 
Ill.; News, Hays, Kan.; Chronicle, 
Uhrichsville, O.; News, Rolla, Mo.; 
Quill, West Plains, Mo.; News- 
Times, York, Neb.; and the Uni- 
versity of North Dakota Star, 
Grand Forks, N. D. 


covering the advertising business 
Press... January-June, 1946 


keting 
The Nations! Newspaper ot so It, e as 


Ohio St., 


r 
F 
t 
c 
c 
t 
C 
\ 


a es a ee —— ae 


es “as fe. BOs eae oe o. 
ri Bors Es nee - oi an as 4 i + 4 
= a roma ay x At aie 3 oe anes a 
a . ei . Tae ears : ate fs i te ‘2 -' 
ae t EDs tar ee 4s, = 
oa hae 24 ‘ a - aie eM E , Bd gi stp Y 
3 hg i . | ae “ie hi) oN a x . 
; fre ; 5 ee ae oe Sa ir Weeds fal 
as is = ke, MR ORS ; . . a : 
re SS she gh aS Pes Pe pet PLING 
eer —_— oP ax y are ER eo as Oe Re ee ae 
: 7 < eS a Ss SS SEQ a ‘ . = SS Se a 
eens BESS —_ Sk SWS a . : : al | 
; we ww OX SS9 S < ER Se 
4 a oN pe ‘ ¥4 RR SRG —— ee 
— j % ¥ a Sey SS Ss eS SER —— | 
e he os Saceee een taal \ . / SS 
ea SRR Pe Sy Snctincntt a 
yy 7 
ae } 
2 gaat re | 
aaa ee | 
pee 
ee 
eee | 
as ' 
pe ' 
ee |) | 
tet ies | 
pe ; 
ie. | 
Pn, 
“ 
ena 
ir a 
i = LLL 
ae 2 
Re 
ies 
Heb | 
ey | 
— 
ane ‘ 
| ee 
' 
: — 
pa 
i. a 
eee 
aves | 
a is | 
a -. «To Be Gues | 
. 5 
ba Mayors arriving Rodeo | 
a : , Lar on | 
a em SS 
ee of City> —_—_-, | 
; — ia 3 4 | 
ees Ster.\ vs ae pili. ; : . H 
2 jana and water.) SOO ; ’ i ’ 4 
ae By * ning enrnusiasts c wg ‘Oe: * a t 
ee. soi V4 4 voday {ot The len ae ee a eae 
a. nen rodeo which opens a \ ia A | gai —— a | 
2 Bee ae + gill " y g i ee a 4 { 
: tate ow at so uunwest POS wl & a . an ee Cor 
al morro caries are a ae e @ F Fe , a = | 
ae Mayors {rom seven by ait “Bes ee . @ Be : fe Ye ni ae | 
oe 3 row 9 ee tn ane a . ¥ ie ZB 
ox — vivid qoday and comer ‘sortiso? | a on oe ‘ 2 | oe | 
a ¢ Mayor 46 — ewe 2 % | 
pes % ‘ ao be guests ™ : Te oe <n Bs % ile” | 
ay : The Ke™- " -\ i a Ne oe | 
age eo arrive ronigh' are Hu-|\ a ae 4 ; fs es ae a | 
pert yiumphsey of ay — 4 5 A nig reey ee a | 
ie c™M whitheld: Siour® Bs aes fe are 3h a — pase 4 
es cM Srasle, Re BI Se eee = 
* =  teeman of © s Pays as So a a ee es, PETER 
Dir ode eo. cw Lecé ‘a ia ee gti : —_— 
ie coming include “ P ane Pag fa hae 
7am Cummings of SN?) Gia ae 5 re = 
: powers Higginee” eo (4 - 3 a 3 j ~ oe ca a 
Roucz ada 4 yoy & id a ee 
ue ee ee  * a 4 4% 
. rte Sot gt & a ae x i) 'f me 
:, eae eta 3 ae / : oa 
Bist ee 4g : : Ee a i 
ee. oe i ey i ' 
ee ty. . os See H 
ceacar a bi : < tt a Be oes ae 4 
oO ld ie % Be ee mM is Be ee 
— ay = —lté‘ ‘ 
se i: ra Be ; ae & a bas Hor Ss! 
ay $ i foi: 
a ; i , pa es 
a ei pa —— 
jee ‘ oes fay gk ere a cae 
ee: : } eo oS ee 
a 2 re ee Ss Hee eee — - Ce 
ee 2 fe Ree eee Bee yA 
ie € i 4 "eae tee ie i 
ee : - Pas a ee He 4 F H 
= eA f ‘es ee be pege y 
alee ON ee La? “She ao ‘- ae “ % ’ 
Toa . 6 - ma Se Be —ae =f ween Ge tii —. 
Pity’ Rodeo | ; 4 . 
bi 150 Took Part In : } ae f) 
ee Over 49 i a : ae 
ek > ae a ; é pete 4” a 
ro - _— argest Tarpo” «ee eau a 
nes —_ a i a st, ein tain 
a ys aie sg, we So we ame. es ot ee 
ras as . s . ee nh eS oa . — 
Feat eet Sa Miss Frneninas ie Ree, ee eS, wie 
Se eee v nd TONS west FOP er ee eee ee St Mets Wa 5" - 
Bae Tre eT teeny gNaay's MESS ph to Henchmen. (em p .. hag BY Rete aes 
Pn oe a non ye eet wo % pew aay vanes 88 pour? \ LARGEST cA - ee a i Fj ee an ibe pe al i ri 
rage Cralit pean parser "| LANDS BIC oxt a ane overall eater 306 vane oe es si ; gee pie Z 
ee i arab > t rt°| fi , . the) 1 recor TE a ge il Si a il mer ; ial 
ao fe peek po pert ** ard a <o\ Free ee sane cm oa natn mae meters Ont betisiesi. teem CO Ee Oe a . iy = ae SONI Te 
ian gee en ure wae 1 TU aversl costs rodeos presiding yucee & wiles yeat__ OMY wo tare Grand Tie ie f atic, * aa ae Oe LE gia Ne a 
ee qeemnod. 083 misporete NSE ora. oO on compet stinree S47 son ee entered oe, ee ae ee ee Fe wii ‘as | 
eee \ gee. bao 5 ees we cere _) “ RE arg BERET, cig | a ee “6, 
eo ae Sk Ronen 1h wlted we mt. 2 rophy #2 aan * . eae ‘he fi 
WGe.. cae - Fete” SO oe =$f HO aay prise ¥ by \ month vermant igh ale — spor : 
Beets re mn A wnt od 12M gaily orite vg thle meer aoe 8 r Si iar oor) away turn 10 p —- , 
a i, ass TOY Pans rodeo, No ented The big ones at@ 
se 
| ORLEANS i — 
SG oo 
~Y A= 
— 
7 ea 
a oo 2 S | IN | 
io : G, z ‘ 
at : é 
; or fh, 
: 7 DIET EC 
ee. y 
. ) = LINAG | 
= 5 oy a _— 
HY Sc oceemmeell 
Po : 
. . in the L 
} po yndon report 
————————— 
| 
i SC Advertising Ase 
; ai : . oe 
= hte : = 
J Ww : Fis | Pater ‘ 
. * . 
: ‘ . Pe Bae 
i : Nes 


8, 1946 
corpor- 


culture 
on has 
people 
1 of the 
hey are 
st year 
the in- 
<penses 
+, With 

many 
n they 
: goods, 


order 
omen’s 
rants 
not al- 
ds are 
Others 
Ossible 
L prices 
e sales 


ils who 
on the 
e until 
; to the 
mittee. 
jusy to 
. Estes 
: state- 
1en the 
the in- 


1; 
jers 
lishing 
sued a 
ailroad 
h con- 
market 
rious 
ilroads. 
n ap- 
f Mod- 
uarters 
art has 
sr with 
aul F. 
eastern 


anager 
igham, 
an of 
id ad- 


ght 
ciation 
ip the 
3enton, 
‘onicle, 
a, Mo.; 
News- 
e Uni- 
Star, 


| report 
yusiness 
1946 


Aarketins 
30 11, mn 


Chicago Printers, 


ITU End Parleys; 
Both Stand Pat 


Cuicaco — Negotiations between 
representatives of commercial 
printing houses and their union 
typographical employes broke 
down Oct. 17 as Woodruff Ran- 
dolph, president of the Interna- 
tional Typographical Union, de- 
clared the employers’ final offer 
was “absolutely unacceptable.” 

The Franklin Association, for 
the employers, offered a wage in- 
crease of 18% cents an _ hour, 
which would bring the rate to $2 
an hour. It made an alternative 
offer of $1.974% an hour plus an 
additional three holidays with pay 
a year. Mr. Randolph, for the 
Chicago local, formally held out 
for $2.36 an hour, and six, rather 
than the present three, holidays 
with pay. 

The ITU president told Frank- 
lin Association officials that he 
intended to go to Canada on busi- 
ness, and indicated, he would not 
return till late in November. Offi- 
cials of the local here said they 


did not know how soon the ITU 


executive council would rule on 
the local’s request, made a month 
ago, for permission to strike. The 
local’s regular monthly meeting 
was to be held Oct. 27. 


Hinges on Referendum 


The employers’ offer was made 
on the following conditions: “That 
the mark-up dispute between the 
parties be settled; that the agree- 
ment contain a clause protecting 
foremen against union discipline 
for performing their managerial 
duties under the contract, and a 
clause providing that there shall 
be no_ concerted interruptions, 
overtime bans or strikes for the 
life of the agreement.” The asso- 
ciation also refuses to make any 
pay increase retroactive to Oct. 3, 
when the old contract expired. 

Union representatives have not 
abandoned their request for 10 
days’ sick leave with pay. They 
ask that union members, rather 
than agencies, mark sizes of type 
on copy in advertisements. 

Whether or not the union here 
strikes, or decides to resume nego- 
tiations, is reported to hinge on 
whether the ITU referendum for 


TEACHERS 


HEALTH AND 


CLEANLINESS! 


A recent survey indicates that 81.8% of 
America’s teachers advise their students 
on health and cleanliness; 71.7% talk to 
students individually. 


In these conferences teachers often dis- 
cuss subjects such as dentifrices, soap 
and tooth brushes, and as a result recep- 
tive pupils exert a tremendous potential 
influence on home buying habits. 

State Teachers Magazines offer an ex- 
cellent opportunity to crack this teacher- 
student-home market. Coverage—na- 
tional, with local appeal.* Advertising 
influence—exceptional, because of edi- 
torial matter of immediate interest to 
teachers. 

*Write for details. State Teachers 
Magazines, 307 N. Michigan Ave., 
Chicago 1. 

Georgia C. Rawson, Manager 


Reaching America’s Most Influential Market 


State Teachers 


- MAGAZINES — 
710,000 Subscribers 
An association of 43 state teachers magazines 


a strike fund assessment of one 
half of 1% is voted on Oct. 23. 
The ITU decided in Miami in Sep- 
tember to ask approval of an as- 
sessment to maintain a $500,000- 
to-$700,000 strike reserve. 


Plans Flem-o-lyn Drive 

Alkine Company, New Bruns- 
wick, N. J., through Charles W. 
Hoyt Company, New York, has 
planned a newspaper campaign 
for its Flem-o-lyn, for coughs. The 
campaign will be concentrated in 


Bae Ws es ee 


key markets, including New York, 
Connecticut, Pennsylvania and 
Minnesota. Spot announcements 
will supplement the newspaper ef- 
fort in New York, Philadelphia 
and Hartford. 


Hall Adds Stations 


Martin L. Hall Company, Bos- 
ton, maker of Victor coffee, has 
renewed for 52 weeks its contract 
with the Yankee Network to 
sponsor Mutual commentator Bill 
Cunningham Sundays from 2:30- 
2:45 p.m. Added to the new con- 


‘tract are two new Yankee stations, 


WMTW, Portland, Me., and 
WKXL, Concord, N. H. John C. 
Dowd, Boston, is the agency. 


Two Join Grey Agency 

Spencer L. Rowe, recently re- 
leased from the Navy and formerly 
with Lambert Pharmacal Com- 
pany, has joined Grey Advertising 
Agency, New York, to conduct 
merchandising activities on drug 
accounts. Charles C. Rollins, pre- 
viously with Ruthrauff & Ryan, 
has also joined the agency. 


25 


Cover Catholic 
Schools, Churches, 
and Institutions 


Frwoseeeeeeq 


QUESTION 


If an advertiser wants to bring Uncle Jake into a 
magazine for a little sales talk, does he have to pay 
Aunt Hannah’s reading fare, too? 


Not always. Example: A maker of manly things 
doesn’t pay for women readers when he advertises in 
The American Legion Magazine — for its circulation 
is all man. It’s the world’s largest all-man reacher 
—read by 2,000,000 now. And—it has a waiting 
list of nearly 2,000,000 more only because paper 
isn’t plentiful. 


THE AMERICAN LEGION 


2,000,000 NOW —2,000,000 


MAGAZINE 


WAITING 


The woeldi latgeil ALLMAN citeullalion— 
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“Serve-Yourself” 
POINT-OF-SALE DISPLAYS 


e Compact and compelling, this attrac- 
tive point-of-sale piece is constructed 
of wood, hand-assembled and finished 
in brilliant colors to focus attention on 
the advertised product. Modern design 
makes it small enough to be displayed 
on drugstore counters, yet large enough 
to hold a full dozen packages. 


eee 


K-C-S also offers a complete line 
of outstanding dealer and point- 
of-sale displays in thermoplastic, 
wood and molded plastic — all 
created and produced under one 
roof. Your inquiry is invited. 


Cs 


 KIRBY-COGESHALL-STEINAU CO. 


JACKSON at CLYBOURN STS. - MILWAUKEE 2, WIS. 


Railroad Revamps 
Public Relations Unit 


B. C. Electric Railway Company, 
Vancouver, B. C., has reorganized 
its public relation, publicity and 
advertising branches. Harold J. 
Merilees, public relations assist- 
ant, will become head of a new de- 
partment of public information. 
James Lightbody, publicity man- 
ager, has been appointed to be in 
charge of a new department of 
publications, which will produce 
company periodicals. Earl F. 
Campbell has been named director 
of advertising; Peter G. Wood- 
ward, head of the press and radio 
news branch, and T. F. Daggs, as- 
sistant in charge of public rela- 
tions. All three will be under the 
direction of Mr. Merilees. 


Levin Joins Mayer 

Edwin Levin, formerly with 
Field publications in New York, 
has been appointed general man- 
ager of Howard G. Mayer & As- 
sociates, Chicago and Los Angeles 
public relations counsel. He will 
make his headquarters in Chicago, 
effective Nov. 1. 


Materials, equipment and workmanship 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE HARRISON 3732 


“i 
N... be afraid because the community teems 


with excitement. Silence and death are dreadful. The 


the formula P & A has followed for years, in 
producing electros and mats. Only the best ma- 
terials are used; materials of test and reputation. 
With little modesty we admit the most modern 
design in equipment, together with a plant layout 
second to none in efficiency. Workmanship here, 
is the unending effort toward perfection. x We 
would like to have you see our plant. So please 


consider this an invitation to visit us any time. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS * NICKELTYPERS * MATRICE MAKERS » STEREOTYPERS 


rush of life, the vigor of earnest men, and the conflict 


of realities, invigorate, cleanse, and establish the truth.’’ 


—HENRY WARD BEECHER 


are the 


prime factors in all production. And when qual- 
ity is the common denominator in these factors 


the result is a product of merit. * This has been 


U.S. Gypsum’s 
DMAA Entry Tells 
Campaign Details 


Cuicaco—United States Gypsum 

Company’s extensive dealer aid 
program was revealed in detail 
here Oct. 18 as its prize-winning 
entry in the Direct Mail Adver- 
tising Association “Fifty Direct 
Mail Leaders” competition went 
on display. 
USG’s entry telling how it uses 
monthly magazines and elaborate 
“idea books” on home and farm 
construction won the DMAA 
plaque for the best dealer educa- 
tion achievement of the year (AA, 
Oct. 21). 

The company’s mail campaign, 
originated in 1943, is reported one 
of the largest in the U. S., pos- 
sibly costing the company and 
dealers $2,000,000. USG expendi- 
tures in other media amount to 
very little. 

USG’s campaign, prepared 
largely by its own editorial and 
advertising staff of about 40 per- 
sons, has, the entry shows, the 
following purpose in the urban 
market: 


Started 3 Years Ago 


“Ties in the urban dealer in 
building materials directly to his 
prospects, promotes sale of his 
materials, establishes him as 
building headquarters in the com- 
munity, stimulates the desire to 


HEAD MEN (AND GIRL)—In this group at the Direct Mail Advertising Asso- 
ciation meeting in Chicago are Preston Reed, executive vice-president, Finan- 
cial Advertisers Association; Elon G. Borton, president, Advertising Federation 
of America; Jane Bell, executive secretary, DMAA; Wesley Nunn, Standard Oil 
Co. (Indiana), president of Chicago Federated Advertising Club, and H. J. 
Higdon, director of publicity, Phoenix Metal Cap Co., Chicago. 


build new homes, modernize, re- 
pair, remodel and decorate, and 
makes the prospect familiar with 
the location of his place of busi- 
ness through continual repetition 
of his name.” 

For three years, the report 
shows, the company has published 
“Popular Homes” eight times a 
year, in quantities decided by the 
dealers, who share a substantial 
part of the mailing costs. The 
magazines are mailed to the 
Reuben H. Donnelley Corporation 
automotive list, addressed to oc- 
cupants of homes—that is, to ad- 
dresses rather than to names of 
specific residents. (The dealer has 
the option of adding names to the 
Donnelley list.) 

A similar magazine, “Business 
of Farming,” goes eight times an- 
nually to dealers serving the farm 
market. About 3,000,000 copies of 
the two are mailed each month. 
Each has more the appearance of 
a regular magazine than of a 
house organ. Copy promoting USG 
products is skillfully buried in 
articles on remodeling, new homes, 
etc. 

Spearheads of the urban and 
farm drives, however, are the two 
plastic-bound books, “Ideas Ga- 
lore” and “Building Almanac,” 
each of which cost about $150,000 
to prepare. 

“Ideas Galore” is the second of 
its kind, “Pak of Ideas” having 
been put out last year. The books 
sell for 50 cents to consumers, 
which is the same price the deal- 
ers pay for them. They are sold 
through dealers exclusively. 

“Ideas Galore” has 92 pages of 
suggestions for building new 
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homes, designing various rooms, 
making use of colors, modernizing 
and redecorating homes, protecting 
homes against fire, summer heat, 
etc., and how to finance such 
building. It contains a folder with 
floor plans of 12 houses. 


Dealer Ads Printed 


“Building Almanac” has 96 
pages, and contains, according to 
the DMAA entry, 61 ideas on how 
to plan farms (how to locate 
roads, etc.), 139 ideas on building 
new farm houses, 93 on remodel- 
ing, 158 on decorating, 297 on 
farm building and management. 
‘There is also a section on USG 
materials. 

Dealers receive brochures em- 
phasizing that the books, as well 
as magazines, result in a high 
number of direct sales. It is urged 
that dealers display copies of the 
books and actively promote their 
sale. The books are imprinted 
with the dealers’ names; the maga- 
zines bear back-page and center- 
spread ads for each dealer. USG 
offers a wide variety of ads, classi- 
fied as institutional, paint, roofing, 
siding, etc., which dealers may 
select to appear@in the magazines. 


Ad Fried Agency Named 


KGB Distributors, Inc., distrib- 
utor of Napa Soda, has appointed 
the Ad Fried Advertising Agency, 
Oakland, Cal. The distributing 
company has made a 52-week con- 
tract for 50 panels on the front of 
street cars and busses in metro- 
politan Oakland. Radio and news- 
paper promotions are also being 
planned. 

The Fried agency has been ap- 
pointed by the West Coast Soap 
Company, Oakland, for which it 
has signed 52-week contracts for 
chainbreaks on seven radio sta- 
tions and the McClatchy Network. 
Pacific coast newspapers are also 
being planned for the soap com- 
pany. 


New Display Mat Bows 


A colorful, firesafe, translucent 
mat material of fine glass fibers 
with resin is being offered by 
Owens-Corning Fiberglas Corpor- 
ation, Toledo. It is adaptable for 
display cut-outs, silhouettes, back 
drops and lettering. It is impervi- 
ous to sunlight and moisture and 
is offered in 22 and 36-inch widths 
in rolls of 150 and 300 linear feet. 
It is made in four pastel shades, 
red, blue, green and yellow, as 
well as dark brown and white. 
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Opens Service Agency 
_W. J. LaCroix, formerly adver- 
tising and sales manager of Ovel- 
mo Company, Fort Wayne, Ind., 
has opened a Service Agency in 
Roosevelt building, Indianap- 
olis. 


Reliance Revamps Sales 


Reliance Mfg. Company, Chi- 
cago, has reorganized its sales de- 
partment with John Rea as general 
sales manager. Mr. Rea has been 
with the company for the past 16 


years. He will be assisted by four 
divisional sales managers: Paul 
Friedman, women’s wear; William 
Leahy, work clothing; David Ges- 
mer, men’s style apparel, and Ber- 
nard Greenfield, boys’ wear. 


Heads Food Sales Group 


George Krause of the M. J. Ed- 
wards Company, Portland, Ore., 
has been named president of the 
Portland Food Salesmen’s Associ- 
ation, which has been reactivated 
after suspension during the war 
years. 


Buys Brush Company 


Pittsburgh Plate Glass Company 
has purchased the Morck Brush 
Mfg. Company, San _ Francisco, 
manufacturer of painters’ brushes 
and master painters’ tools. The 
newly acquired company will op- 
erate as a division of Pittsburgh 
Plate Glass Company. 
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Buys Indiana Store 

Aldens, Inc., formerly the Chi- 
cago Mail Order Company, has 
acquired the Herz Store, Inc., Terre 
Haute, Ind., which will be the 
seventh in the Alden chain. Price 
of the store was not disclosed but 
Aldens said that it would gross 
about $1,900,000 volume this year. 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL WINNIPEG, 


KNOWS CANADA 
J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


REGINA, 


MERCHANDISING 


CALGARY, EDMONTON, VANCCUVER 


YOU CAN TELL THE 


IF YOU_COULDZONLY Do 


- 


e 


WHERE YOU 


RION POST 


SELL THEM 


Naborhood Shopping Coverage That Speeds “Turn-Over” 


Criterion attracts consumers when they are ready to buy, before they can forget your message — 


that means extra sales. Criterion covers those Naborhood Shopping Centers where your outlets 


are located —that means no waste circulation. Everyday, Criterion tells them where you sell 


, riterion. 
- . Seewiee . 


them for less than 6c per thousand consumers. 


Ata base cost of only 
$3.60 per panel per month. 
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Mayer Elected 
DMAA President; 


‘Time’ Study Told 


CuiIcaGo—Edward N. Mayer Jr., 
president of James Gray, Inc., 
New York, was elected president 


c 


of the Direct Mail Advertising 
Association at its 29th annual 
meeting at the Stevens Hotel here 
Oct. 18-19. Nearly all the meeting 
was devoted to discussion of the 
DMAA survey, “How Direct Mail 
Is Planned” (AA, Oct. 21). 
Charles B. Konselman, adver- 
tising manager, A. & M. Karag- 
heusian, New York, was elected 
American vice-president; Neil B. 
Powter, sales promotion manager, 


| Howard Smith Paper Mills, Mon- 


Wi UV. (ar GETTING” 


THE cere QQ 


How the American Negro qyense ten billion dollars annually is a vital 
uestion, to which we will soon have the answer. The Research 
cane of America is making a brand preference study of the 25 

principal areas inhabited by Negroes in the U. S. This is the only study 

of its kind ever conducted. Reserve your copy on your letterhead now. 

We serve 24 times as many Negro papers as all other representatives. 


INTERSTATE UNITED NEWSPAPERS, Inc. 


NEW YORK @ CHICAGO ¢ DETROIT 
545 FIFTH AVENUE NEW YORK 17, N. Y. 


aes 


treal, was reelected Canadian 
vice-president, and Richard Mess- 
ner, vice-president, E. E. Brogle & 
Co., New York, was elected secre- 
tary-treasurer. 

David Wallace, market research 
director of Time, New York, who 
was scheduled to analyze answers 
to questions in the survey on 
market research related to direct 
mail, devoted his time to report- 
ing on Time’s use of direct mail. 


Mail Survey Supported 


Although many in the research 
field consider it heresy to say 
research by mail ‘can work,” mail 
surveys of the Time readership 
have proved quite satisfactory, 
Mr. Wallace reported. Such sur- 
veys have turned out well for his 
magazine, he said, because readers 
of Time are largely a homogeneous 
group of well-educated people. 

For the past two years, he ex- 
plained, his department has con- 
ducted a test to determine whether 
direct mail surveys used for the 
magazine have been accurate. The 
test was made on results of a 


HEY, MR. SPACE- BU 
7 LOOK / ats 


Okay! Since you don’t sell saddles you’re not interested in 
the fact that in Texas alone there’s an immediate market for 
over $3,000,000 worth. 


But ... if you sell anything ... you will be vitally-interested 
in the significance of this fact in relation to the total imme- 
diate needs of the great ranch market . . . as brought to light 
in a unique survey just completed. 


This survey conducted by the Editors of The CATTLE- 
MAN, and appropriately named “Ranchmen Want To 
Buy” covers 22 major items bought by farmers and ranch- 


ers... ranging from trucks to tractors... windmills to wa- 
ter tanks, 


Projected to the entire vast farm and ranch territory reached 
by The CATTLEMAN ... and taking into consideration - 
the thousands of everyday items used and needed now by 
every farmer and rancher ... the survey adds up to an im- 
mediate market ...in excess of a billion dollars! 


So...see what we mean? There’s Buying Power in the 
Ranch House today ... “Ranchmen Want To Buy” proves 
it in black and white ... The CATTLEMAN reaches it... 
economically . . . effectively! 


Telatlleman 


1109 BURK BURNETT BLDG. 
FORT WORTH 2, TEXAS 


MAN. 


THE GREAT RANCH MARKET 


If you have not received 
your copy of “Ranchmen 
Want To Buy” a request 
on your letterhead will 
bring one to you im- 
mediately, together 
with a current copy 


of The CATTLE- 


IN NEW POSTS—Newly elected officers of the Direct Mail Advertising Associa- 


tion include Richard Messner, E. E. Brogle & Co., 


New York, secretary-treasurer; 


Charles B. Konselman, A. & M. Karagheusian, New York, American vice-presi- 
dent; N. B. Powter, Howard Smith Paper Mills, Montreal, Canadian vice- 
president; and Edward N. Mayer Jr., James Gray, Inc., New York, president. 


mail survey that had pulled re- 
plies from 3,000 readers or 30% 
of a group to which questionnaires 
had gone. In the test, personal 
interviews were obtained with 
both the 30% who replied to the 
mailed questionnaire and the re- 
maining 70%, to determine 
whether those who answered dif- 
fered—in their attitudes, educa- 
tion level, home ownership, etc. 
—from those who did not. 

The test, which cost $5,000, 
showed samenesses in age, in home 
ownership, income and most other 
points for each group. Differences 
were found regarding region and 
size of city from which question- 
naires were returned, in amount 
of education and a few other 
points, but for such differences, 
Mr. Wallace asserted, future sur- 
veys could rather easily be 
weighted to make surveys com- 
paratively accurate. 


Controls Hurt Production 


Mr. Powter, discussing paper 
shortages, voiced belief that if 
price controls were discarded, 
prices would increase but produc- 
tion would be stimulated. 

Admitting that ending of price 
controls would cause demand to 
slacken, he said, “I don’t say that 
that is the fair way of doing it, 
but at least demand and supply 
would be balanced.’ He pointed 
out that “if you can’t pay higher 
prices for paper, you can effect 


economies,” by using lighter 
weights of paper, etc. 

Harry A. Porter, vice-president, 
Harris-Seybold Company, Cleve- 
land, said the ers of printing 
equipment had had more difficulty 
reconverting to peacetime produc- 
tion than in converting to war 
production. Shortages of both 
labor and materials still affect his 
industry, and its manufacturing 


costs are from 40 to 50% higher » 


than in 1941, he reported. New 
presses 30% more productive than 
prewar models will first become 
available in 1948 and 1949, Mr. 
Porter said. 


Joins Byer & Bowman 


Richard L. Kennard, recently re- 
leased from the Army air forces, 
has been appointed production 
manager of the public relations 
department of Byer & Bowman 
Advertising Agency, Columbus, O. 


Joins Leighton & Nelson 


Martha Smith, who was with 
Station WCSC, Charleston, S. C., 
before serving as an officer in the 
Wac, has been appointed assistant 
copy director of Leighton & Nel- 
son, Schenectady, N. Y. 


Joins McClure & Wilder 


T. King-Hedinger, formerly with 
Albert Frank-Guenther Law, has 
joined McClure & Wilder, Warren, 
O., as account executive and copy- 
writer. 


* The hitof the year! | 


FLUORESCENT DISPLAY 


- - for any brand name 
. . for any product or service 
. . for any retail dept. 


Write for full 
particulars! 


OHIO | 
-- Display Co. 
1216-20 Jackson St., 
~ Gncinnati 10, Ohio os 


| BRIGHTER 


—than neon! 


—than neon! 


COSTS A FRACTION 


—of neon! 
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Illegal Brick, 
Tile Price Setup 
Charged by FTC 


WASHINGTON — Structural Clay 
Products, Inc., a trade association 
here, is charged by the FTC in two 
separate complaints with “imple- 
menting” illegal pricing conspira- 
cies among manufacturers of two 
major building materials. 

According to the commission, 
the association advised brick and 
glazed facing tile manufacturers to 
work exclusively through a re- 
gional sales agent, who acted as 
distributor for all manufacturers 
in the area. 

These regional agents became 
involved in unlawful conspiracies 
to fix prices and suppress competi- 
tion, the commission charges. 
Through them “matched” prices 
were offered to buyers every- 
where, and uniform terms were 
set up for dealers. 

Five firms producing 60% of the 
facing tile shipped from Ohio and 
Pennsylvania were able to main- 
tain pricing schedules for 40 zones 
east of the Rocky Mountains 
through Brick & Tile Sales Cor- 
poration, Canton, a regional sales 
agent established at the prompting 
of Structural Clay Products, FTC 
said. 


Actual Freight Paid 


Through this agent, buyers were 
quoted delivery price consisting of 
mill net plus an arbitrary charge 
in lieu of actual freight from the 
nearest plant. On receipt of goods, 
the buyer paid actual freight, de- 
ducting this from quoted price and 
remitting the balance to the man- 
ufacturer. 

This system resulted in matched 
quotations for this important in- 
terior finish, used in dwelling and 
public buildings, and nullified the 
natural price advantage that would 
ordinarily fall to the nearest plant, 
the commission contended. 

Nine New England brick manu- 
facturers, as well as the tile firms, 
were accused of using exclusive 
selling agents as a device for estab- 
lishing uniform classifications of 
types and size for the purpose of 
assuring matched bids. Moreover, 
FTC said they established lists of 
dealers, and determined the 
amount of trade and cash discounts 


PRINTING 


_WHITEHALL-— 


2300 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 


-—all under one roof... Specially 


trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 


400 N. RUSH ST., CHICAGO, WHitehall 2300 


applicable to all sales. 


ager of United Grocers, Inc., has, tion. 


29 
Other officers elected are,ing & Mailing Company, western 


The nine New England brick| opened an advertising office of her| Miles Kimball, advertising direct| vice-president; Roy Virtue of To- 
firms, producers of 74% of all|Own under the name of Retail mail specialist of Oshkosh, Wis.,|/ronto, Canadian vice - president, 
bricks shipped by manufacturers Merchants Advertising Service, | vice-president; Howard M. Rosine, | and Elias Ross, Jack’s Letter Serv- 


in that area in 1944, dealt ex- 
clusively through Colonial Clays, 


Clay Products “for the promotion 


with offices at 516 N. W. 12th| president of Los Angeles Address-| ice, Milwaukee, treasurer. 
Ave., Pte Ore. She will 
: specialize in food advertising and 
Inc., which was allegedly estab-| will also handle oriating’ and 
lished at the bidding of Structural! printing supplies. 


Lowest milline rate— 


of the mutual interest.” Mail Admen Elect lowest cost per inquiry in this 
Merrill C. Burgess, president of ' IN EXCESS OF 200,000 highly responsive field 
Opens Portland Agency | Burgess - Beckwith, Minneapolis, | {baie 


Lula M. Downs, formerly ad-|has been elected president of the 
vertising and merchandising man-| Mail Advertising Service Associa- 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


WSM ADDS THE TWENTY-FIRST CANDLE TO ITS BIRTHDAY CAKE 


@ Figuratively speaking, those candles 
have brightened the homes and lives of 
more than five million people who 
depend upon “The Air Castle of the 


South” for education and entertainment, 


information and inspiration. 


@ We believe our twenty-first birthday 
is a fitting occasion to reflect on the 


cornerstone of WSM, past and present. 


@ Since October, 1925, we have operated 


on the assumption that our first obliga- 


tion is to the listeners. 


@ That primary obligation is not fulfilled | 
by absolute adherence to Hooper ratings. | 


Nor by complete subservience to the 


whims of an advertiser. 


@ It is the duty of a radio station... and 


Harry Stone, Gen. Mgr. 
Jack Harris, Asst. Gen. Mgr. 


a radio station alone... to establish and 
maintain a balanced program schedule, 
which will have the widest appeal, and 
yet which will recognize and serve the 


needs and desires of all groups. 


@ In the first and final analysis, we have 
only one boss: the listener. We succeed 


or fail, as we serve and please him. All 


other considerations are secondary. 


@ So, on our twenty-first birthday, we 
look forward to years of increasing 
service to our more than five million 
friends. To them, to our advertisers, our 
| network affiliate, and colleagues of the 
National Association of Broadcasters, we 


pledge in the future, as in the past, 


“The Gest tn Sroadcasting® 


_ Winston S. Dustin, Comm. Mgr. ¥ 
Edward Petry & Co., Natl. Rep. 
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Patterns Top 
Reader Response 
to News Features 


New YorK—A survey of 90 
newspapers by the National News- 
paper Promotion Association cov- 
ering reader response to regular 
; newspaper editorial features shows 
4 that patterns led all other types 
of features and drew 31% of the 
total response in the 30-day period 


of the study. 

Sports features followed with 
16%, miscellaneous information 
such as weather drew 12% and 
beauty advice and recipes each 
drew 5%. The newspapers sur- 
veyed had a 13,408,636 circulation 
and received a total reader re- 
sponse of 760,499 in the 30 days. 

Not all newspapers in the sur- 
vey carried all of the features, 
NNPA emphasized, and as a result 
the percentages shown in the totals 
are lower than they would be if 


* a ” 


6 MORE ADVERTISERS 
7 USE MORE SPACE 
IN 


THAN IN ANY OTHER 
OUTDOOR MAGAZINE 


OS ay 


ous rest. 


Our 


Conventions at 
MORAINE HOTEL afford the 
happy combination of con- 
centrated effort and luxuri- 


the 


Of graceful Georgian ar- 

chitecture and early American appointments, in 
an inspiring setting of ravine woodland on the 
shore of Lake Michigan, the MORAINE just nat- 
urally makes business a pleasure. 

facilities 
groups up to 200 persons. . 
available in our popular Beach Club... 
Additional information will gladly be submitted 


conveniently accommodate 
. Memberships are 


upon request. 
HAL J. CARLSEN, Manager 


@ 
CUMS OE ae 
HIGHLAND PARK, ILLINOIS — 


LAMBS: 


Re a 


applied only to papers carrying the 
specific features. 

The survey discovered that 
reader response follows a decidedly 
local pattern (which NNPA 
stressed under the Bureau of Ad- 
vertising’s slogan “All Business Is 
Local”). A midwestern city got 
only three beauty advice inquiries, 
while a New England newspaper 
with comparable circulation got 
3,654, NNPA found. 

Undertaken by NNPA as a test 
to stimulate the keeping of better 
reader response records by news- 
papers, the present survey is ex- 
pected to be the beginning of a 
series of reader response studies. 


Ekco Buys Toronto Firm 


Ekco Products Company, Chi- 
cago, has purchased the Canadian 
Lapin Products Ltd., Toronto, 
manufacturer of plastic products. 
Besides continuing to make its 
present products, the Toronto firm 
will soon manufacture plastic parts 
for Ekco’s houseware products, 
pressure cookers and other plastic 
—— in the home furnishings 
field. 


THE MAIL GOES THROUGH—Featured speaker at the Direct Mail Advertis- 


ing Association convention in 


Chicago was Gael E. Sullivan, second assistant 


Postmaster General, shown here flanked by Howard Korman, DMAA retiring 
president, and C. A. Bethge, vice-president, Alden's, Inc. 


Names Jules Lippit 

Swedish Iron & Steel Corpora- 
tion, manufacturer of Sisco cold 
cathode lighting products and ac- 
cessories, has placed its advertis- 
ing with Jules Lippit Advertising, 
New York. Business papers and 
direct mail will be used. 


British Airways to McKim 


British Overseas Airways Cor- 
poration, London, has appointed 
the Montreal office of McKim Ad- 
vertising Ltd. to handle its adver- 
tising in Canada. Newspapers, 
magazines and business papers 
will be used. 


“They need salesmen like that 
in Cleveland!” 


Of course, they will hire two-armed retail salesmen in Cleveland . .. but a four-armed 
or six-armed man could more easily keep up with the pace. Department store sales 


alone have increased 100% in the past five years—and other local retail establishments 
are doing fine, too, thank you! 


You see, wage earners are making money in the Cleveland area. And they’re spending 


it. And there are so many of them! 


In fact, Metropolitan Cleveland, and the small 


remaining portion of Cuyahoga County, has more wage earners than any of thirty 


individual states .. . 


and more than there are in twelve of em together. Then, to help 


tap this rich market, there’s the terrific selling power of WHK. And that’s why . . 


LOCAL MERCHANTS BUY MORE TIME ON WHK 
THAN ANY OTHER CLEVELAND STATION 


WHK 


“RETAILERS’ CHOICE IN CLEVELAND” 


Represented by Paul H. Raymer Co. 
BASIC MUTUAL IN CLEVELAND 
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Newsprint Squeeze 
fo Cut Off Some 
Papers, ANPA Says 


New YorK—“Disquieting reports 
of some newspapers being cut off 
entirely from a newsprint source 
at the end of this year” were re- 
layed by the American Newspaper 
Publishers Association via _ its 
newsprint bulletin to members last 
week. 

“No bona fide newspaper,” 
ANPA said, “can be allowed to 
suspend publication for lack of 
newsprint and ANPA expresses 
the hope now that every mill in 
the United States, Canada and 
Newfoundland will carefully check 
their own situation to be certain 
that they do their part in preserv- 
ing a steady flow of newsprint so 
that all newspapers may continue 
to flourish. 

“There is not enough newsprint 
for every publication to have all 
it wants but there is enough to 
see that no newspaper is without 
any,” the bulletin concluded. 


Inventories Decline 


Stocks of papers on hand at the 
end of September were 34 days’ 
supply, the bulletin reported, a de- 
crease of 3 days’ supply compared 
with August. This supply com- 
pares with 44 days in September, 
1945, 63 days in 1944, 56 days in 
1943 and 49 days in 1941. 

Dailies reporting consumed 268,- 
387 tons in September, an increase 
of 25.8% over September, 1945, 
and 12.2% over September, 1941. 
The total estimated newsprint 
consumption in the U. S. for Sep- 
tember is 378,010 tons. ANPA es- 
timates 3,187,717 tons have been 
consumed in the first nine months 
this year. 

Newspapers reporting used 
28.8% more newsprint in the first 
nine months than in the same 
period in 1945. 


ABC Adds 228th 


American Broadcasting Com- 
pany’s affiliates will total 228 with 
the addition Nov. 1 of station 
KVOS, Bellingham, Wash., and 
station WRTA, Altoona, Pa., both 
250-watters. Station KVOS has 
an FCC permit to boost power to 
1,000 watts and expects to do so 
by Jan. 1. 


National Advertising highway 
displays are erected on locations 
of your own choosing, a system 
which offers amazing flexibility 
in developing programs “‘tailor- 
made” for individual advertis- 
ers. You cover all significant 
trafic routes in or approaching 
your business area. 


You can choose your locations 
now, while choice sites are still 
available, for erection at a 
future date—at no cost to you. 
We will gladly 
assist you. Write 
for detailed in- 
formation. 


istinctive 
OUTDOOR 
DISPLAYS 


NATIONAL ADVERTISING CO. 


WESTMINSTER, MARYLAND 


Fogel Names Kiernan 


Mortimer H. Fogel, dealer in 
radios, victrolas, records, television 
cameras and supplies, and elec- 
trical appliances, has placed its 
advertising with Frank Kiernan & 


| Co., New York. 


Bernstein Becomes V.P. 


Harry Bernstein has been ap- 
pointed vice-president of Bo Bern- 
stein & Co., Providence agency, of 
which his brother, Joseph M. Bern- 
stein, is head. 


a . 

Pond’s Appoints Two 

Appointment of Leslie M. Faulds 
as manager of Pond’s sales and 
Frank H. Orr as Pond’s field man- 
ager has been announced by La- 
mont Corliss & Co., New York. 
Mr. Faulds has been with the 
pid since 1933 and Mr. Orr since 


Three Name Taylor Ward 


Taylor Ward, Inc., Ithaca, N. Y., 
has been appointed to handle the 


advertising of Cortland Line Com- 


pany, Cortland, N. Y., manufac- 
turer of: fishing lines and tennis 
rackets; Ithaca Gun Company, 
Ithaca, and Bur-Mac Reel division 
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of Swift Lubricator Company, 
Elmira, N. Y., maker of fishing 
reels. Sports magazines and trade 
publications will be used. 


10E 
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414 SO. STATE STREET 612 NO MICHIGAN A\ 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


t pees makes over a hun- 
dred different papers, and 
aims to make each one the highest 


quality of its kind. 


For example, Oxford Duplex 
Label Paper has two different 
surfaces. One must take printing 
beautifully—the other must paste 
efficiently. The neat problem is 
to produce it so that it stays flat. 


Test laboratories constantly check 
sample strips to make sure every 
finished run is right, and will 


pertorm with a minimum of curl. 


All Oxford papers get many tests 
—to see how they fold, how 


HORRORS ! A SAMPLE STRIP OF OXFORD 

DUPLEX LABEL PAPER, WHEN GIVEN THE 
“CURL TEST"IN THE OXFORD LABORATORY, 

REFUSES TO LIE TWICE AS FLAT AS A PANCAKE! 


strong they are, how well the sur- 
face fibres are bonded and so on. 
This is only one step in maintain- 
ing the high quality standards that 
result from complete control 
from wood to finished paper. 
Beyond all this, Oxford has had 


many years’ experience making 


over 1,000 miles of quality paper 
a day. Our papermaking research 
never stops. All of which explains 
why Oxford is known as quality 
paper headquarters in the print- 
ing paper field. Paper merchants 
in key cities coast to coast dis- 
tribute Oxford quality papers. 


Included in Oxford’s line of quality printing and label 
papers are: ENAMEL-COATED— Polar Superfine, Maine- 
flex, Maineflex C1S Litho, Mainefold and White Seal; Un- 
COATED — Engravatone, Carfax, Aquaset Offset, Duplex 
Label and Oxford Super, English Finish and Antique. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N. Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Il. 


DISTRIBUTORS 
in 48 Key Cities 
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Names Cahn and Reizes 


Sanford L. Cahn, formerly with 
Radio Maintenance, published by 
Bolen & Boyce, has been appointed 
advertising sales manager of Radio 
Service Dealer, published by 
Cowan Publishing Corporation, 
New York, sales director of CQ, 
an amateur radio monthly, and 
Radio, published by Radio Maga- 
zines, Inc. Harry N. Reizes, who 
recently resigned from the Naval 
Airborne Radio - Radar Program, 
has been named advertising man- 
ager of the three publications. 


Macfarland Appointed 


Soybean Digest, Hudson, Ia., 
has appointed Macfarland Com- 
pany, New York, as its eastern ad- 
vertising representative. 
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Ask for | CARDY-LUNDMARK CO. 
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Costly ‘Fringe’ 
Circulation Draws 
New ABC Attack 


Audit Bureau Chiefs 
to Consider Unit 
for Weekly Papers 


CuHiIcaGco — “Fringe” circulation 
at the cost of expensive promo- 
tion came in for a new attack by 
members of the Audit Bureau of 
Circulations who, in annual meet- 
ing here last week, unanimously 
adopted a resolution submitted by 
the newspaper division. 

The resolution said: ‘“‘The mem- 
bership of the Audit Bureau of 
Circulations reaffirms its belief 
that only that circulation produced 
by methods that need no excessive 


stimulation is worth while to pub- 


lisher and buyer. 

“Renewed attention is called to 
the fact that ABC reports furnish 
information useful in determining 
methods used to produce circula- 
tion, some of which methods are 
contrary to the membership’s be- 
lief that ‘fringe’ circulation serves 
the purpose of neither seller nor 
buyer.” 


Director for Weeklies? 


The ABC board of directors was 
asked to take action on another 
resolution adopted at the news- 
paper divisional meeting, urging 
a separate division for weekly 
newspapers and election of a di- 
rector to represent them. 

“The newspaper division re- 
affirms its basic policy of buyer 
voting control of the board of di- 
rectors, fundamental in the bu- 
reau’s” structure,’ this measure 
said. “We believe in the prin- 
ciple of representation on the 
board for all groups. 

“It is the sense of this news- 
paper divisional meeting that a 
separate division be created for 


“STAR WEEKLY OUR ADVERTISING MAINSTAY!” 


« » - Canada’s largest 


manufacturer of 


nationally advertised children’s shoes 


Advertising Age, October 28, 1946 


AT ABC MEETING—This foursome, snapped during the Audit Bureau's annual 
meeting in Chicago, includes, left to right: S$. O. Shapiro, circulation director, 
Macfadden Publications, New York; Ben Duffy, president, Batten, Barton, 
Durstine & Osborn, New York; John H. Platt, vice-president in charge of adver- 
tising and public relations, Kraft Foods Co., Chicago, and newly elected sec- 
retary of the ABC board, and Alex Rogers, advertising manager, Libby, McNeill 


& Libby, 


Chicago. 


weekly newspapers audited and 
paying dues on a biennial basis 
and that a director representing 
these newspapers be added to the 
board, which would not affect 
buyer voting control of that body.” 

Several other resolutions from 
various ABC divisions were con- 
sidered by the resolution commit- 
tee and passed directly to the 
board for consideration or action. 


Platt Named Secretary 


John H. Platt, vice-president in 
charge of advertising and public 
relations, Kraft Foods Company, 
Chicago, was elected secretary of 
the board, succeeding G. R. 
Schaeffer, Marshall Field & Co. 
Mr. Schaeffer, who resigned the 
post because of his retirement 
from active business, will continue 
as a director. 

Two new directors were named 
from the newspaper _ division, 
with William F. Lucey, business 
manager, Eagle and _ Tribune, 
Lawrence, Mass., replacing Buell 


eastern newspapers; and Frank S. 
Newell, publisher, State Journal, 
Frankfort, Ky., replacing Horace 
Powell, Atlanta Journal, for cen- 
tral zone papers. 

Outdoor, transportation and 
radio advertising now are making 
“genuine efforts to gain a back- 
ground of information about their 
coverage which will approach in 
some measure your ABC reports,” 
the meeting was told by P. L. 
Thomson, president, in his annual 
report Oct. 17. 


Only Validated Figures 


It is true, he said, that all of 
these surveys depend upon samples 
which are then projected to pro- 
vide probable totals, while the 
ABC reports alone deal with vali- 
|dated figures “and no research 
technique denies the importance 
of such verified facts as a starting 
point.” 

“Here is a selling argument 
which has too often been neglected 
by you in competition with other 


W. Hudson, Woonsocket Call, for|forms of advertising in which the 


"REED 
SAYS 


* 

IN Population and Purchasing 
Power by Vergil D. Reed 
Associate Director of Re- 
search, J. Walter Thomp- 
son Company 


Back in 1941, The Savage Shoe Company 
Limited were concentrating on the manufac- 
ture of a variety of “brand name” shoes. 
In March of that year they decided to pro- 
mote the name “Savage” on all their shoes, 
regardless of brand name. Such a change of 
policy required advertising support. In order 
to reach the greatest number of buying readers 
with the least expenditure, The Savage Shoe 
Company Limited bulked most of their ad- 
vertising appropriation in the Star Weekly. 
Today The Savage Shoe Company Limited is 
the largest manufacturer of nationally adver- 
tised children’s shoes in Canada. And the 
Star Weekly still carries the bulk of their 
advertising appropriation. 

Reaching more than 900,000 homes weekly, 
the Star Weekly buying audience is Canada- 


The STAR WEEKL 


wide. In the rich urban market, where 77.5% 
of Canada’s retail dollars are spent, 675,991 
of the 1,100,337 English speaking families buy, 
and buy from, the Star Weekly. 

Because the Star Weekly blankets this rich 
buying audience, Star Weekly advertisers of 
all types of products and services point with 
pride to thriving businesses built to a great 
extent upon Star Weekly advertising. We 
would be happy to show you, in your 
own office, convincing proof of the fine sel- 
ling job the Star Weekly has done, and is 
doing, in all fields of merchandising across 


Canada. 


PUBLISHED AT 80 KING ST. WEST, TORONTO, CANADA 


U.S. Representatives: WARD-GRIFFITH CO. INC. « New York « Chicago 
Detroit « Boston « Atlanta « San Francisco « Salt Lake City 
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153,123 


61% Gain Since 1940 


Extent of territory served by 
Charleston's 


Drug Jobbers 
XXXXKAKKK KAKA AKAN KKK AKAN 


Food Wholesalers 
a oo 
Department Store Charge Accounts 


°° 0 he wm om SO OME 
—— 


THE CHARLESTON MARKET* 


Population State % Retail Sales State % Food Sales State % 
743,800 42%  $243,467,000 38% $63,681,000 38%, 
Drug Sales General Merchandise Effective Buying Income 


$10,100,000 38% $37,480,000 37% $473,801,000 38% 


* Twenty Counties Shown on Map—Figures Developed from Sales Management Survey 1946. 


The News and Courier 
“THE CHARLESTON EVENING POST 


REPRESENTED BY JOHN BUDD COMPANY — PS 
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coverage was unaudited,” Mr. = Cone & Belding, will head the could act in raising the standards | Tq; ' 
Thomson said. “At a time when AMA Committee committee, which, Mr. Allen said,|of marketing. His program called Joins Shaw tavely ithe 
buyers are concerned with the to Eye Standards is based on “a belief that the|for the provision of projectable signed as promotion and publicity 
rising costs of advertising, you simple reportorial technique of|rating data to customers, improve-| writer of Esquire to join Shaw- 
will do well to take advantage of} New yorx—Formation of acom- | SP0tlighting progress or’ lack of|ment of the standards of interpre- LeVally, Chicago agency, as copy- 
the favorable position in which mittee to report annually on the |Progress may be more effective| tation of radio audience data, and | writer. 
your verified paid circulation | «progress or lack of progress in| than involvement in suggestions | concentration on research analysis 
places you.” -_ _. |vaising standards of marketing” | for procedures.” and improvement of radio content. : r 
__ The nage. iy ee oe was announced last week by| At the same time the AMA an- e Amonrcas. ae 
ing costs also ar ~| George H. Allen, president of the |nounced that Mr. Allen had re- : 
tion from two speakers, Paul > American Marketing Association’s | leased a three-point program at Appoints E. T. Howard BEST DRESSED GIRLS 
nets New York, and John C. Cor |New York chapter. the Chicago convention of the Na-| _2cutacturer of Windbreaker 
nelius, enausiine vice-president,) Harold Webber, vice-president tional Association of Broadcast- jackets, has appointed the E. T. ARE COVER GIRLS 
Batten, Barton, Durstine & Os- and research director of Foote,/ers by which the radio industry |Howard Company, New York. 
born, Minneapolis (AA, Oct. 21). 
's annual Membership at Peak 
director, ABC membership rose to an all- 
_ Barton, time high of 2,860 at the end of 
of adver- August, a gain of 285 since 1945, 
cted sec- Mr. Thomson reported, and 289 ap- 
, McNeill plicants were awaiting _ initial 
audits. With administration costs 
mounting, he said, “I believe the 
Frank S. time is not far off when the di- 
Journal, rectors will feel it necessary to 
z Horace make an upward adjustment of 
for cen- dues.” 
Greatest growth has been among 
on and weekly newspapers, he said, whose 
e making number is now more than half 
a back- that of the dailies and approxi- 
out their mately the combined total of the 
roach in magazines, farm publications and| oT 
reports,” business papers. : 
oy P. L. The ABC directors, said Mr. * 4 
is annual Thomson, have decided against Se 
taking into membership publish- 
ers or advertisers in South and K N 
ada Central America, ‘but we do hope 
at all of to be able to arrange for the 5 
n samples auditing of American publications 
1 to pro- distributed there,’ through ar- : 
vhile the rangements with auditing firms | 
vith vali- having native representatives in | 
research the principal cities. A test audit; © 
nportance of single copy sales of an Ameri- ‘ 
a starting can publication is now being made. | 
National audit bureaus appear i 
argument to be the answer, he said, and one *MORGAN OATES 
neglected is now being organized in Argen- | Siiaisihees 
vith other tina. “With all such groups, the) 
Which the American ABC is ready to co-| 
aan operate,” he added. | 


The advertiser and agency di-| 


vines of ABC @emerted from float upon the vast ocean of information about 
precedent to listen to two fea- a million different things chronicled in news- 
oe ee = ee HERE are a lot of grim and grisly secrets 
sional meeting—B. C. Duffy, presi- 8g so paper pages. His department must answer 
Se ee es eee safely tucked away in the room over which . 
Se ae ie Ae a. eee | y hundreds of telephone calls daily from readers 
an ° Py m 9 a M e 
Pee organ Oates presides at The Free Press. ' 
rector of the Advertising Research gan Oates p - who are referred to the library, and who want 
Foundation. Mr. Duffy paid tribute 
; to the work the ABC is doing and As keeper of the ‘morgue’, Morgan has to to know how many books ther i 
soil Mr. Lehman explained the activi- P & ? & | y e are in the 
tz ties of his organization, with par- know what is a secret and what isn’t. He has Bible, or what is the speed of light, or what is 
ticular emphasis upon the various ; 
new services which the organiza- to know all the answers, or at least where to an atomic bomb. 
tion is launching. ; 
find ‘em to any question. He has to be a com- Furnishing information to Free Press report- 
: ei bination “Brittanica’’, “Baedeker”’, ‘‘Who’s ers and editors is Mr. Oates chief business .. . 
Pr nt itin Who” and “What’s What” of all the events and and it’s a mighty important business. For upon 
> the West . personalities reported in newspaper columns in the reliability of the data he furnishes depends 
| Detroit over the years 1: 
, in som n 
FOR WESTERN some considerable degree the readability of 
. re With his assistants, Morgan clips and files, Free Press columns. He too helps make The 
DISTRIBUTION | 
_ ? clips and files. While he clips and files, he — Free Press best-liked, best-read, most-wanted in 
>. City Zone , : 
hig veg makes a mental note of all these “chips” that — the Detroit market area. 
19 
123 % Los Angeles 
n Since 1940 
Flying us the copy, layouts, mats 7 
or plates saves time and money Ti 
when you have anything to print jugs ee 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is JOHN S. KNIGHT, PUBLISHER 
— limited only by temporary paper 
} 38 /o restrictions. Samples and prices 
j Income on request. : 
38°/, . Ki 
Survey 1946 Rodgers & | 
McDonald , - # - 
Publishers, Inc. ; ; mn” 
Rotary Printing Specialists : : FO R o VE R- = - “s 
2621 W. 54th Street : ae Si 
Los Angeles 43, Calif. es A ia ¢ € Al T U RY y 
| 7 
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Automatic Vendors 
Split with Slots, 
May Sell Foods 


Cuicaco—Automatic vending 
machines of primarily a service 
nature will break away from asso- 
ciation with coin-operated amuse- 
ment machines, and in all prob- 
ability will enter such retail fields 
as the 22 billion dollar annual re- 
tail food market in the next few 
years. During the next ten years 
automatic vending machines will 
probably increase their sales vol- 
ume to about three times the pres- 
ent $500,000,000 volume, the in- 
dustry believes. 

At the tenth annual convention 
of the National Automatic Mer- 
chandising Association here Oct. 
16-18, President Robert Z. Greene 


told the group that his own firm, 
Rowe Companies, Whippany, N. J., 
would not exhibit any of its vend- 
ing machines at the forthcoming 
Coin Machine Industry conven- 
tion. 

His decision marked the first 
major break between the coin 
operated amusement machines and 
the automatic vending machines. 
About a dozen representatives of 
other companies at the convention 
announced that their firms would 
follow similar policies. 


Cummings Sees ‘Major Step’ 


At the same time, Nathan Cum- 
mings, president of Consolidated 
Grocers Corp., Chicago, declared 
that automatic vending might con- 
ceivably represent another major 
step in retail food merchandising. 

“Retail food stores have pro- 
gressed from the cracker-barrel 
stage to the service store, the semi- 
self-service store and the fully 
self-service store,’ he told AA. 
“It is equally probable that auto- 
matic merchandising will be the 


next major step in the 22 billion 
dollar retail food industry. We’d 
better keep our eyes on it.” 

Billboard Publishing Company, 
New York, introduced dummy 
copies of its new _ publication, 
Vend, which will be published 
monthly to become .probably the 
first independent magazine of 
automatic merchandising. Auto- 
matic Merchandiser is being pub- 
lished by the National Automatic 
Merchandising Association, but the 
association’s magazine does not 
accept advertising copy. 


Profit on Service 


To almost 1,000 who attended 
the three-day convention, Presi- 
dent Greene declared that the 
principal difference between auto- 
matic merchandisers and other 
forms of coin-operated equipment 
is that “our profits are made not 
on machines, but on the merchan- 
dise or service rendered.” 

Mr. Cummings stressed to the 
group that vending machines 


would help but should not replace 


human salesmen. 

An award, made in the form of 
a trophy, was made at the close 
of the convention to P. Lorillard 
Company, New York, maker of 
Old Gold cigarets, represented by 
President Herbert Kent, in recogni- 
tion of the firm as most outstand- 
ing in its work benefiting the auto- 
matic merchandising industry. 
Principal reason for the award 
was Lorillard’s mention over radio 
programs of vending machines in 
connection with cigaret sales. The 
award will be given annually, ac- 
cording to association plans now. 

All officers of the association, 
headed by Mr. Greene, were re- 
elected, as were the association’s 
directors. A new director was also 
added, B. W. Scheuer, president, 
Vendomat Corporation of Amer- 
ica, Baltimore. 


Metal Group to Meet 


The National Metal Congress and 
National Metal Exposition will be 


held in Atlantic City, Nov. 18-22. 


REILLY 


PLASTICTYPES 


Highest Quality Reproductions— 
Comparative tear sheets prove 
that Reilly PLASTICTYPES 
give cleaner reproductions. 

Newspaper Acceptance—At the 
recent ANPA Mechanica! Con- 
ference, Reilly PLASTICTYPES 
were enthusiastically endorsed 
by newspaper mechanical su- 


perintendents. 


Reduced Shipping Costs—Reilly 
PLASTICTYPES save an aver- 


age of 60%. 


Saves time in transit—With Reilly 
PLASTICTYPES airmail and first 
class shipments are now prac- 


tical. 


Faster Production—National 
newspaper releases can be 
made and shipped in a matter 


of hours. 
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Telephone: MUrray Hill 6-6350 
INDIANAPOLIS + SAN FRANCISCO 


NOV. DEC, 


EVERY MONTH MORE AND MORE 
REILLY PLASTICTYPES ARE USED 
BY NATIONAL ADVERTISERS 


This Reilly PLASTICTYPE success story was actually written by 
leading advertising production managers. Trained in the dynamic 
atmosphere of national advertising, production men are quick to 
discard antiquated practices and adopt the latest tested and ap- 
proved methods. When presented with the indisputable visual 
evidence that perfected Reilly PLASTICTYPES produce superior 
newspaper advertising reproductions, advertising executives do 
not hesitate in adopting this new, lightweight, plastic ad-plate. 


We'd like to present the Reilly PLASTICTYPE story to others 
interested in improving their newspaper reproductions. We have 
proof—in the form of thousands of newspaper tear sheets—that 
Reilly PLASTICTYPES will improve the quality of newspaper 
advertising. Not just one advertisement in one newspaper, but the 
same advertisement in an entire list of newspapers will be more 
uniformly superior in appearance despite the variance in each 
newspaper’s mechanical production. 


Call for a Reilly Representative to explain all the advantages of 
this latest development of Reilly Research. 


REILLY ELECTROTYPE COMPANY 
305 EAST 45th STREET, NEW YORK 17, N. Y. 


+ LOS ANGELES 
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“GHE MUTUAL BENEEIT LIFE INSURANCE COMPANY 


Presents 


the Analagraph 
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“The Mutual Bevelit Life Insurance Company 
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NEW APPROACH—This two-color page 

in the Oct. 19 Saturday Evening Post 

launched a 10-month Mutual Benefit 

drive plugging its Analagraph, pat- 

ented device for charting future in- 

come. Chas. Dallas Reach Co. is the 
agency. 


Oil Companies 
Feature Gifts 
as Tax Protests 


NEw YorK—A scale model give- 
away gas station carrying signs 
protesting high gasoline taxes, and 
which got a rousing response when 
it was introduced to Baltimore 
last summer, will be launched 
nationally Dec. 1 by the American 
Petroleum Industries Committee 
here. 

With such signs on the scale 
model as “Gas taxes collected here, 
also gasoline and oil sold” more 
than 100,000 of the models car- 
ried the story of Maryland’s high 
gasoline taxes into Baltimore 
homes. In hopes that the nation 
will become equally tax conscious, 
the petroleum group expects to 
see handed out through local serv- 
ice stations nationwide, more than 
a million of the “gas tax stations.” 
Oil companies will distribute the 
little stations imprinted with colors 
and names of the various com- 
panies. 

In Maryland, the stations em- 
phasized the fact that the state’s 
gasoline taxes amounted to about 
40% of the total cost of the fuel. 
The committee is hoping to stir up 
motorists to a point where they 
will reject demands for increased 
taxation of gasoline, and also to 
build good will for the petroleum 
industry. 


Promotes Cook and Coen 


Kenneth Cook, training instruc- 
tor in the American Kitchens 
School of American Central Mfg. 
Corporation, Connersville, Ind., 
has also been appointed assistant 
sales manager of the product di- 
vision. Larry Coen, assistant sales 
manager of the product division, 
has been named distribution man- 
ager. 


KGO Appoints Baker 


Maury Baker, recently released 
from the Army and previously as- 
sistant director of public relations 
of the American Red Cross in San 
Francisco, has joined Station KGO, 
San Francisco, as assistant in sales 
promotion to Robert F. Laws, pro- 
motion and publicity manager. He 
succeeds Bill Shaftner, who has 
resigned. 


STEP INTO COMFORT IN 


ST. LOUIS 


ee ee eee 


ek. Ce - af a, . eile : we ee EME Say Le | ee $A, A Nat et a 5 aad a pee Cente i ie ae ce : ee Cp ee Sate : ? 
2 . cat 4 “* ; +4 : ye Rie. 2: et 4 4 x ote k ¥ os 2 ar bn . ; . ee : 5 eae 2 x 7 , ‘ = 5 { See . 
i Bits. 
eee | ee 
= | 
a: 
ih a - 
&s oie es ae 4 . ; pS P ? oo 
er . a ie os Y 3 - 
Pee | ,* ee a 
Re: ee : site Ss 
a } oo ee i 
=e a > 
ae eae pees 
ae 5 at 3 kc, a 
| | = rees 
| a 
| 
or 
ei sic : 
a | Be eeerrr—“Ct;sSCtésSS' 
eee 
: 
ge 
sea ; 
ae ra : ~ tees * i ne 4 : Wa 7 P = : ni sre " if Z is : Sp a : a is pees a is sa paid i wes =~ fi che cig ae pay c c 
a d : . : : oN raphael A ale Pa ie aa Ne pel bate ies rap Bec NY riage eae ra cies ee ey eae ee 
7 Pee a ae may Yaa cn > Og Seep ap aaa pS AE, a ieee as Pi < Patera eas Ae 
Epa wear gr <7 7 Sate ee rn : : : : 7 f om A ah eee oa LY ae Sana eae 
HS See een) BRC ‘ ves ‘ Spiga sok ecancuy ey ae Soa 
Va eran = ted 5 - peer t a paige i 
Bete) | Ase , = ea ease sees. 
4 : a. Rebaoi 5, PS RR eterno aes 
a Bees = uridine bye ad ot He ae See 
ep le aed ; iy ; 4 ; = : 
ee. Ney eas i: : ame 
a a a a 9 Big 2g ge ee Eg | 
; ; a “J * - : a | 
fie 2 : é z \ 
2 eee ace aa 5 i $ i its sy 
et ‘ ag 
i Pe cee 
7 ae j B 3 a 
Beane 4 a | 
tae Pa: . 
Pees Sa) 
nee ee | 
a i it | 
Meee, eae 
Pe age | 
: fs ; 
ae ' 
a ~ Pa, 5 
ae ies y | 
| | 
. i | 
ae JAN. FS. MAR OO ; 
a € | 
i. a G a } 
, 
eters te ate Berta ad ea a | 
| UICK FACTS” ’ 
c Smears ers ty ine ate ti or 
= tary et = t C . PETS uae ; | 
= ut 4 
eager ee —__———— 
aia 
Se 
yw, ca “ 
a ees 
. o | 
“9 
a 4 
ee 
pee ; 
=i 
eee 
ee 
Reta 
) | 
| 
* wl fhe & a ; ' 
Se <t * x | 
res. \\ 
i e a4 . = : i ak * - 4 * ae 4 


28, 1946 


CE COMMANY 


ngs op 


color page 
ning Post 
al Benefit 
aph, pat- 
future in- 
So. is the 


‘s 


del give- 
ng signs 
axes, and 
nse when 
3altimore 
launched 
American 
ommittee 


the scale 
‘ted here, 
id’? more 
dels car- 
nd’s high 
3altimore 
1e nation 
onscious, 
cpects to 
cal serv- 
10re than 
stations.” 
ibute the 
ith colors 
us com- 


ions em- 
ne state’s 
to about 
the fuel. 
to stir up 
ere they 
increased 
i also to 
yetroleum 


d Coen 


s instruc- 
Kitchens 
tral Mfg. 
le, Ind., 
assistant 
oduct di- 
tant sales 
division, 
rion man- 


ker 


, released 
iously as- 
- relations 
ss in San 
tion KGO, 
it in sales 


AWS, pro- 
nager. He 
who has 


Advertising Age, October 28, 1946 


73.6111% of 72 
Economists Expect 
Price Fall by ‘47 


NEw YorkK—Fifty-three econo- 
mists among 72—or approximately 
73.6111%—polled by F. W. Dodge 
Corporation, expect general com- 
modity prices to reach a peak and 
start down before the end of 1947. 
Of the others, 12 expect the de- 
cline to start some time after 1947; 
one believes it will start within 
18 months, and six give no spe- 
cific answers to the question of a 
break in prices in terms of dates. 

Thomas S. Holden, president of 
the Dodge organization, revealed 
that all but three of those who 
expect a price “recession” before 
the end of next year think it will 
be accomplished by a_ business 
slowdown of “mild” or “mod- 
erately serious” proportions. Those 
questioned are economists con- 
nected with business corporations, 
financial institutions, universities 
and economic research organiza- 
tions. 


Some Expect No Price Rise 


The 53 who predict a price peak 
before the end of 1947 included 
seven who expect the wholesale 
commodity index (of the Bureau 
of Labor Statistics) to rise 10 or 
more points from the 128.4 of 
Aug. 24; 28 who expect a rise of 
from two to nine points; eight ex- 
pecting no increase and five ex- 
pecting a decline from the Aug. 24 
point. Their average guess was 
an increase of five points. 

The 12 who expect prices to 
rise throughout 1947 predicted, on 
the average, an increase in whole- 
sale prices of 10 points this year 
alone, and a total of 40 points by 
the end of 1947. 

According to the Dodge com- 
pany, “as a general conclusion it 
may be stated a majority consider 
that commodity price inflation has 
very nearly run its course, while 
the minority expect it to continue 
into 1948 or beyond.” 


Plans Cleveland Office 


Frederick E. Gymer, formerly 
engaged in creative work and 
methods engineering for clients in 
New York, Pennsylvania, Ohio and 
Michigan, will open an office Nov. 
7 in the Caxton building, Cleve- 
land, devoting his time to con- 
sultation, creative work and meth- 
ods engineering for clients. 


SAYS... 


Joins Printing Group 

Eric J. Deubner, formerly direc- 
tor of membership services of the 
National Retail Farm Equipment 
Association, St. Louis, has been 
appointed secretary manager of 
Printing Industry, Inc., Wichita, 
Kan. 


Schultz & Ritz Formed 


Ernest G. Schultz, formerly pro- 
duction manager of House & Le- 
land, Portland, Ore., agency, and 
Henry P. Ritz, previously account 


executive of House & Leland, have 
formed their own agency, Schultz 
& Ritz Advertising Agency, at 
ae S. W. Washington St., Port- 
and. 


Vanda Goes on His Own 


Charles Vanda has _ resigned 
from his position as CBS execu- 
tive producer to open his own in- 
dependent radio production office 
in Los Angeles, servicing advertis- 
ing agencies as well as acting as 
counselor to sponsors and artists, 
effective Dec. 1. 


Appoints LeVathes 


Christine LeVathes, formerly on | 
the executive staff of Lennen & 
Mitchell, has been appointed di- 
rector of publicity and advertising | 
of the House of Gourielli, New 
York. 


Forms Script Service 
Kenneth Tillson, formerly direc- 
tor of the radio department in the 
Portland, Ore., office of Mac Wil- 
kins, Cole & Weber advertising 
agency, has formed his own com- 
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pany, Tillson Script Service, at 
117 N. W. Trinity Pl., Portland. 
He will be assisted by his wife, 
who was a free lance publicity 
writer. 
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MISSOURIS & MARKET 
Ws 


ST. JOSEPH NEWS-PRESS 
St.Joscph @azette 


Jot this down in your ‘Best Markets” list 
- . Rockford leads again with a 52 per 


cent gain in retail sales! August Illinois 
Business Review, reporting sales of inde- 
pendent stores, credits Rockford with the 


highest percentage gain of all major mar- 
kets in the state. 


Your advertising will click in Rockford 
- and I don’t mean maybe! 


At the Top in Dhblinoir 
ROCKFORD 


MORNING STAR 
REGISTER-REPUBLIC 


111,000 , 
METROPOLITAN POPULATION 


REASONS 


Why SOUTHERN BUILDING 


SUPPLIES belongs on 


your advertising schedule 
YOUR MOST ACTIVE MARKET 


The South is the most active and the fastest growing market in 
the nation today! The South has money to spend—as indicated by 
the 92.95% increase in general retail sales from 1939 to 1945 while 
the remainder of the nation gained only 66.28%,—and a big part of 
the money is going into badly needed construction. 


DOING 36% OF THE NATION'S TOTAL 


CONSTRUCTION 


In 1945, the South did 36.3% of the country’s dollar construction 
volume. And during the first four months of 1946 it built 39.2% 
of the nation’s new non-farm homes. 


DEALERS SALES VOLUME SCHEDULED TO DOUBLE 


The Southern building market is growing fast. According to re- 
liable estimates, the 1947-1950 annual sales volume of lumber and 
building material dealers in the South and Southwest will more 
than double the 416 million of 1939, the last census year. 


SBS GIVES ECONOMICAL CONTACTS EVERY MONTH 


Advertising has a bigger job to do for you in the South. Because 
of relatively long distances between larger cities, regular coverage 
of lumber and building material dealers by district representatives 
and their road men is expensive and often impractical. Monthly 
trade advertising helps to do this job. 


ONLY SBS COVERS EVERY SUBSTANTIAL DEALER! 
Now, for the first time, you can reach EVERY substantial lum- 

ber and building material dealer in the nation’s most promising 
market — the South and Southwest — through the 8589 net dealer 


circulation of SBS. 


YOUR AD IN SBS IS READ WITH ACTIVE INTEREST 
Southern Building Supplies is read with ACTIVE interest be- 

cause it’s editorially designed to fit the specific and exclusive needs 

of the region. SBS is the most EFFECTIVE and economical me- 
dium for selling the Southern and Southwestern lumber and build- 


ing material dealer. 


Cotton 


Southern Hardware 
Electrical South 


Southern Hardware 


Southern Automotive Journal 


Southern Power & Industry 


GRANT BLDG., ATLANTA 3, GEORGIA 
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Name Brand Trend 
Grew During War, 


Says Paul Willis 


SyRACUSE—A recent survey of 
1,000 grocers has shown 90% as 
preferring to push nationally ad- 
vertised brands as against private 
brands, Paul S. Willis, president 
of Grocery Manufacturers of 
America, New York, told the Ad- 
vertising and Sales 
Club of Syracuse in a recent talk. 

In 1941, Mr. Willis added, only 
70% of this group gave most em- 


phasis to national brands. 


Whereas 70% of these grocers 


Executives 


‘THE LETTER SH 


431 5S. Dearborn St., 


1. 8 
is = 
X 


FS es : 


P, Inc. 
Chicago 5, Illinois 


emphasized “bargain merchandise” 
in 1941, 94% said that they fea- 
ture “quality merchandise” in 
1946. 

“It is for these reasons that the 
grocery manufacturer confidently 
faces a battle for the share of the 
buying dollar which he now re- 
ceives,” he said. 


Willis Heads New Unit 


I. D. Willis, previously advertis- 
ing manager of Rogers Majestic 
|Ltd. and Rogers Electronic Tubes 
Ltd., of Canada, heads a new de- 
| partment formed to handle both 
public relations and advertising 
for the two firms. Erwin, Wasey 
Ltd. is agency for the two com- 
panies. 


Gets Bermuda Account 
H. A. & E. Smith Ltd., Hamilton, 


| Bermuda, specialists in British ap- 


parel for men and women, has 


|appointed Kelly, Nason, Inc., New 


York, to direct its advertising cam- 
paign in American magazines. This 
will be the company’s first Amer- 
ican advertising since before the 
war. 


Media ‘43 Income 
Figures Revealed; 
Some ‘In the Red’ 


WASHINGTON—Of 1,666 advertis- 
ing “services” which filed income 
and excess profits tax returns for 
the calendar year 1943, 1,036 were 
“in the black” with net incomes 
totaling $26,832,000, according to 
figures released by the Treasury 
this week. 

This $26,832,000 remained from 
total cumulative receipts of $457,- 
564,000. The services paid divi- 
dends of $5,975,000. With $5,493,- 
000 in excess profits taxes, their 
contribution to the Treasury 
amounted to $12,466,000. 

In addition to the 1,036 profit- 
able services, there were 521 
others showing deficits totaling 
$860,000. Services “in the red” 
paid $171,000 in dividends in cash 


Typographic leadership 


~ for more than a quarter 


of a century... 


LUNCHEON PRINCIPALS—Shown at the Audit Bureau of Circulations junch- 

eon in Chicago Oct. I7 are, left to right: William G. Chandler, Scripps-Howard 

Newspapers and ANPA president; G. R. Schaeffer, Marshall Field & Co., retir- 

ing secretary of ABC, and John C. Cornelius, executive vice-president of Batten, 
Barton, Durstine & Osborn. 


or assets, however. 

Radio broadcasting firms, news- 
papers and periodicals retained a 
considerably better percentage of 
their cumulative receipts as net 
income. 

Some 502 radio broadcasting and 
television firms, starting with re- 
ceipts of $230,695,000, reported net 
incomes amounting to $49,591,000. 
Excess profits tax bit into this to 
the extent of $20,253,000, but total 
taxes were only $29,329,000. Profit- 
able stations paid $12,048,000 in 
dividends. 

The 1,691 newspapers reporting 
profitable operations had net in- 
comes of $213,456,000 from re- 
ceipts of $1,096,287,000. They paid 
$44,405,000 in dividends. Of $121,- 
484,000 in taxes, $77,550,000 came 
under excess profits tax. 

Cumulative receipts for 659 
profitable periodicals were $466,- 
489,000, with $89,867,000 remain- 
ing as net income. These peri- 
odicals paid dividends of $14,753,- 
000. Their taxes, including $38,- 
663,000 of excess profits tax, cost 
$53,441,000. 


Losses Are Shown 


Of the 655 broadcasting and 
television firms, 104 reported defi- 
cits totaling $441,000. Deficits of 
660 loser newspapers were $1,921,- 
000. A loss of $1,392,000 was re- 
ported by 252 periodicals. 

Like advertising services, com- 
mercial printers had relatively low 
net incomes, in comparison with 
their receipts. Starting with $709,- 
. 176,000 of income, 2,250 profitable 


commercial printers retained net 
incomes of only $70,692,000, and 
paid dividends only slightly over 
$13,000,000. 

Profitable printers paid taxes of 
$38,847,000, including excess profits 
taxes totaling $24,862,000. In ad- 
dition, 860 other commercial 
printers had deficits of $1,691,000. 

During 1943, 455,894 corpora- 
tions filed income and declared 
value excess profits tax forms. In- 
come of 283,735 with net incomes 
was $28,717,966,215, while 136,786 
showed deficits of $898,721,000. 


Herbert Kaufman 
Joins Hiram Ashe 


Herbert Kaufman, director of 
advertising and public relations 
for the General Printing Ink Cor- 
poration, New York, for 13 years 
prior to the war, has joined Hiram 
Ashe Advertising Associates, Inc., 
New York, as vice-president. He 
also has launched his own adver- 
tising and public relations con- 
sultant service and has signed a 
number of accounts, he announced. 

Mr. Kaufman was with the Ever 
Ready Label Corporation as assist- 
ant to the president and director 
of sales and advertising for sev- 
eral months following his return 
from naval service last March. He 
served, successively, as a publica- 
tion, printing and information of- 
ficer in the Navy, in Washington 
and in Seattle. 


Appoints Albert Greene 
Fashion Topix, Kansas City, Mo., 
has appointed Albert M. Greene, 
New York, publishers’ representa- 
tive, as its eastern representative. 


IS FOR NBC 


. . . and your NBC station 
for East Tennessee is WROL. 
Knoxville is one of the 
South's fastest growing mar- 
kets and you can reach this 
great industrial and agricul- 
tural region with... 


ROL 


KNOXVILLE 


NBC FOR EAST TENNESSEE 
JOHN BLAIR & CO., REPRESENTATIVES 
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General Petroleum 
Ups Budget; Will 
Push Safe Driving 


Los ANGELES—General Petro- 
leum Corporation, which switched 
its account from Smith & Drum 
to West-Marquis, Inc., effective 
Oct. 1, has revamped its ad sched- 
ule for the remainder of 1946 and 
is setting up a substantially larger 
budget for 1947. 

First campaign to appear will be 
the annual Winterproof program, 
with introductory newspaper ads 
to start the week of Nov. 4. 

Newspapers will be the most 
important medium in the 1947 
program and advertising for 375 


PAP = 


newspapers is now on schedule, 
according to John R. West, presi- 
dent of West-Marquis. Observing 
that there will be “no required 
publicity tie-in,’ he said “the 
whole program is built around a 
campaign for safe driving, par- 
ticularly the education of boys 
and girls, in cooperation with the 
National Safety Council.” 


New Manuals Used 


The company’s Mobil distribu- 
tors are starting to issue safe 
driving manuals patterned after 
the Army air corps manuals, with 
an appeal to the imagination of 
young drivers and at the same 
time highlighting the six major 
causes of accidents. Youthful 
“highway pilots” will be shown 


Intermountain and Pacific Coast|by cartoons and statistics the im- 


portance of good driving habits. 

The agency also is working out 
a program with clubs and civic 
groups, making available to them 
the free use of motion pictures 
and other aids featuring good 
driving. 

Advertising mats will be made 
available for dealer use and they 
will be urged to participate. 

To acquaint the staff and field 
personnel with essential parts of 
the program, Frank Meunier, ad- 
vertising and _ sales promotion 
manager of General Petroleum, 
James Quick, his assistant, and 
Mr. West are making a tour of 
Seattle, Portland, San Francisco 
and Phoenix. 

West - Marquis is establishing 
offices in Seattle Nov. 1, with 
Jack Holmes, formerly with the 


Los Angeles office of Smith & 
Drum, in charge. An office will 
be opened in Portland about Jan. 
1, Mr. West said. 


WSPA Boosts Rate 


Station WSPA, CBS affiliate in 
Spartanburg, S. C., which boosted 
its power to 5,000 watts fulltime 
on Sept. 29 and erected a new 
440-foot tower, will increase its 
basic rate from $125 to $150 per 
hour on Nov. 1. The station for- 
merly operated on 1,000 watts 
nights and 5,000 days. 


ABC Promotes Stirton 


James L. Stirton, assistant to the 
vice-president in charge of Ameri- 
can Broadcasting Company’s cen- 
tral division, has also been named 
coordinator of sales of ABC’ tele- 
vision activities in Chicago. 


THE BUGS which 


pester men and animals—and 


which last year alone caused three billion dollars in crop 
damage—are in for worse trouble than ever. 

For Country Gentleman has just told farmers about 
another insecticide discovery at least as sensational 


as DDT. 


It’s a new spray material called Benzine Hexachloride. 
First reporting it in the June issue, Country Gentleman 
for September describes tests indicating that this new 
chemical may save entire peach crops and double the 
productive life of the trees. It’s also the best control yet 
for boll-weevils and other cotton insects, and is a power- 


ful fly killer. 


Benzine Hexachloride and DDT, together, offer a 
double-barreled weapon that spells doom for many of 
our most destructive pests. 

Agriculture naturally gets this news first in Country 


(— (C= 


NATIONAL SPOKESMAN FOR AGRICULTURE 


Independence Square, Philadelphia 5, Pennsylvania 


(This advertisement appears as a full page in the September 28 issue of 


The Saturday Evening Post.) 


Gentleman—the first magazine to tell farmers about 
DDT and what it could and could not do—the first, in 


fact, to report the importance 
bug killer. 


of every successful new 


Naturally .. . for no magazine can match its record 


in promoting the progress of American Agriculture. 


That is why Country Gentleman holds such a deep 
place in the lives of its readers—substantially over two 
million families largely concentrated on the top-half 
farms controlling four-fifths of the nation’s farm income. 

No wonder it has never failed to get action for any 


idea backed by its pages. 


No wonder leading advertisers—and their dealers— 
regard Country Gentleman as the most powerful selling 


force in Rural America. 
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DO YOU SELL 


ANY PRODUCTS 
OR SERVICES 

TO INDUSTRY ? 
OR TO BUSINESS? 


OU will find the 1947 Mar- 

ket Data Book Number of 
INDUSTRIAL MARKETING a valu- 
able basic tool for planning 
your sales strategy. Every mar- 
keting, sales and advertising 
executive should have his own 
copy of this fact-packed guide 
to markets and media. In this 
one book you will find: 
* Authoritative, up-to-the-minute 
analyses of 85 industrial and bual- 
ness markets. Basic sales facts to 
help you plan your sales and ad- 
vertising program. 
* Media facts. Circulations, rates 
and mechanical specifications for 
2,000 business papers. 
*The Media Data File. Complete 
market and media information on 
more than 200 of the country's 
leading business papers. 
* Business Reference Publications. 
A complete list of directories, buy- 
ers’ guides, catalog files and other 
forms of business reference pub 
lications. 


Here's How This 
Book Will Help YOU 
ADVERTISING MANAGERS—SALES 


MANAGERS—ACCOUNT EXECUTIVES 


The Industrial Market Data Book 
will help you analyze the sales po- 
tential for any of the 85 industrial 


and business markets you sell. 
Look here first for basic market 
facts and media data. 


MEDIA BUYERS—RESEARCH MEN 


Here is the logical “jumping off 
place” for every study of business 
and industrial markets. The basic 
facts . . . plus suggestions on 
=— to look for further informa- 

on. 


COPY WRITERS—ART DIRECTORS 


To whom are you addressin 
your business popes or direct m 
advertising? Engineers? Purchas- 
ing Agents? Doctors? Architects? 
Thumb through the pages devoted 
to each market. Study circulation 
break-downs. Note the complete 
mechanical data. Here is a 
time-saver. 


DIRECT MAIL SELLERS 


Here is a_ convenient, usable 
guide to directories, business refer- 
ence publications, catalog files and 
buyers’ guides and other list 
sources. 


WHAT USERS SAY... 


‘“‘We consult the Market Data Zook 
before we even think of an advertising 
or sales campaign.”’ 

Harry Rorick, advertising manager, 

Turco Products, Inc., Los Angeles, 

“I believe every advertising man in 
this country will agree that he just can- 
not be without the Market Data Book 
in easy reach at all times.’’ 

E. T. Jones, sales promotion, 
engineering products department, 
Radio Corporation of America, 
Camden, New Jersey 

“The Market Data Book has become 
an invaluable bibliography of source 
material in outlining analyses of - 
tial markets for photography in jus- 
try.” 

William H. Scott, market research dept. 
Eastman Kodak Co., Rochester, N. y. 
“The Market Data Book Number is « 
‘must’ in a market research department.”’ 


. G. Thorne. 
Fuller & Smith & Ross, Inc., Cleveland 


WATCH FOR YOUR COPY 
PUBLISHED OCTOBER 25 


The 1947 Industrial Market Data 
Book will be published October 25, 
and distributed to all regular sub- 
scribers of INpuUsTRIAL MARKETING, 
The Magazine of Selling and Ad- 
vertising to Business and Industry. 


Check your accounting depart- 
ment today and make sure that 
our subscription to INDUSTRIAL 
MarkkeTinG is in force, and prop- 
erly addressed. Make sure that 
you will have your own copy of 
the useful, informative 1947 Mar- 


ket Data Book Number of 
NpDUSTRIAL MARKETING On your 
esk throughout the coming year. 


INDUSTRIAL MARKETING 


The Magazine of Selling and Ad 
vertising to Business and Industry 
100 E. Ohio St. 830 W. 42nd St. 

New York 18 
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YOU’LL PROBABLY AGREE WITH THOSE WHO Hi 


~ THIS is what na 


: have been 


ee Journal HOUSTON ........ To be announced PITTSBURGH....... To be announced 
BALTIMORE.................. a INDIANAPOLIS ............. News PORTLAND, MAINE To be announced 
BIRMINGHAM..... News-Age Herald JACKSONVILLE... .To be announced PORTLAND, ORE.......... Journal 
BOSTON................... Globe KANSAS CITY..... To be announced ee 
BOSTON............ Steceid Teaudiow LITTLE ROCK...... To be announced Bullétin Journal & Sunday Journal 
BRIDGEPORT.___.. —— LOS ANGELES .............. Times RICHMOND ....... To be announced 
BUFFALO....____... a oe LOUISVILLE. . Courier Journal & Times ROCHESTER....... To be announced 
CHARLOTTE ............. hn Sree Ne eee ” 
CHATTANOOGA.........___ TS 4 F504 88 wees To be announced SALT LAKE CITY . Tribune Telegram 
inten tats Sense ih Times MILWAUKEE.......:......: Journal SAN ANTONIO....... Express News 
CHICAGO .............. ‘Tribune MINNEAPOLIS ........ Star Tribune SAN DIEGO....... To be announced 
CINCINNATI............ — NASHVILLE........ To be announced SAN FRANCISCO....... Chronicle 
CLEVELAND...___. ay ann NEW HAVEN ............. Register ES. 6-0 acene kd ee eed Times 
COLUMBUS............... Dispatch NEW ORLEANS Times-Picayune States SPOKANE .. - Spokesman - Review & 
DALLAS . re News Chronicle 
DAYTON ............. —_ gg ere Times SPRINGFIELD . f 
ne: NORFOLK ......... Ledger Dispatch 
pissed Fo Se announced Virginian-Pilot $T. LOUIS......... -.. Post Disptach 
DES MOINES. ...... Register Tribune OAKLAND........ To be announced TAMPA........... To be announced 
DETROIT.......... To be announced § QMAHA............. World Herald  TOLEDO...... Blade & Sunday Times 
= PASO. OKLAHOMA CITY. .To be announced = TULSA............ To be announced 
FORT WORTH ..... To be announced PHILADELPHIA ........... Bulletin | WASHINGTON ............... Star 
Ee 3, hts agen nae wel eae Bee PHILADELPHIA ........... Inquirer WICHITA.......... To be announced 
TUARTPORD . ww. cc cccces Courant PHOENIX...... Republic & Gazette WORCESTER Telegram Gazette & Post 


PLUS 150 associated newspapers in 150 supplementary cities to be announced. 
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O HAVE SAID— 


1ational advertisers 
n waiting for 


Q What is the A.N.A.N.? 


A A non-profit organization to promote, by 
means of study, research, and education, the use 
of daily and Sunday black-and-white national 
newspaper advertising. 


Q Which newspapers are now members? 


A A scientifically selected list of newspapers to 
provide thorough coverage of the high-profit 
markets of the United States. See list in this ad- 
vertisement. 


Q Do you have market information for the use of 
national advertisers? 


A Yes, on machine tabulation cards—for every 
county in the U.S. Available to advertisers and 
agencies within 48 hours—at no cost. 


Q Do you have comparative competitive circu- 
lation information? 


A Yes, by counties for all major media—also on 
machine tabulation cards. 


—r 


AN AN: 


Q Just what are you doing in research that is new, 
useful and informative? 


A Three major research projects have been initi- 
ated—each of direct value to advertisers and 
agencies. 


Q Does the A.N.A.N. offer flexibility in the selec- 
tion of marketing areas? 


A Yes. 


Q Does the A.N.A.N. simplify the handling of 
newspaper advertising ? 

A Yes, it reduces ordering, billing and checking 
to the minimum. 


Q Does the A.N.A.N. offer economies for volume 
and frequency? 


A Yes. 
Q Do you have a presentation that tells the whole 
story? 


A Indeed we have. We’ll be happy to show it at 
your convenience in your office or ours. 


American Newspaper Advertising Network, Inc. 


CHICAGO 


6 North Michigan Avenue 
Tel. State 2944 


NEW YORK 


220 East 42nd Street 
Tel. MU 7-7177 
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40 
Skorin Joins BSF&D 


Jerome Skorin, recently released 
from the Army air forces, has 
joined the Detroit art 


Gulistan Rugs to F&S&R 


Fuller & Smith & Ross, 
M. Karagheusian, New 


rugs and carpets. 


staff of 
Brooke, Smith, French & Dorrance. 


New 
York, has been appointed by A. & 
York, to 
handle the advertising of Gulistan 
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CONFISEUR 


LUNCHEON DINNER’ 
__ COCKTAIL BAR 


Gair's ‘ Five-Year 


Plan’ Boosts Sales 
of Branded Goods 


Retailer Ads List 
Brand Names—and 
Omit All Prices 


REDLANDS, CAL.—A five - year 


campaign promoting ‘makers’ 


name merchandise”’—the goods 


stoutly defended by Brand Names 


Foundation on a national scale— 


has paid off for Gair’s, Inc., inde- 
|pendent retailer, in this com- 
/munity (pop., 18,194). 

| The successful campaign, call- 


|ing for consistent newspaper and 
'direct mail advertising, has been 
ithe major factor in building the 
/store’s business to a commanding 
| position in Redlands, Milton Gair 


told ADVERTISING AGE. 

Gair’s advertisements, all ap- 
pearing in the Redlands Daily 
Facts, follow a fairly uniform lay- 
out pattern, and size is deter- 
mined by the day’s copy require- 
ments. No prices are ever quoted. 
But each invariably includes a 
straight listing of 20 or more 
widely-known brand names, prom- 
inently displayed. 

Heart of each ad is the main 
copy block, presenting in varying 
manners “reasons-why” the cus- 
tomer should buy only recognized, 
advertised brands from an in- 
dependent retailer. 


Started Eight Years Ago 


Mr. Gair can lay claims to title 
as a crusader for advertising. Back 
in July, 1939—some years after 
he started his one-man fight for 
standard quality manufacturers— 
he suggested to a group of New 
York manufacturers that they 
unite to combat attacks on branded 
products (AA, July 10, 39). A. O. 
Buckingham, now chairman of 
Brand Names Foundation and 


gs 
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Recording studio, editing, animation, and laboratory facilities . .. 


Superior 16mm. duplicates with or without optical effects... black 
and white or full color. Write for further information. 


®@ Sound Stage of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 
® Lab Capacity of 112,000 16mm. feet per day 


¥ ...@ completely integrated photographic service for the pro- 
~ duction of sound motion picture films... for industry and education. 


for other film producers and photographic departments of other industries. 


® Producing films by the 16mm. method 
for 15 years 


| ness 
| manages,” Mr. Gair observes; 


vice-president of Cluett, Peabody 
& Co., was chairman of the in- 
formal meeting at which the Red- 
lands retailer assailed mail order 
houses for “below the belt’ mer- 
chandising methods, and _ con- 
demned retailers who featured 
private brands at “low prices.” 

The New York conferees set up 
a temporary plan of operation and 
the foundation was chartered in 
1943 as a non-profit membership 
corporation. Mr. Gair, meanwhile, 
kept hammering away at the local 
level, and selling branded goods 
at a heartening rate. 


Bad Quality—Low Pay 


The Gair program advances 
these claims, on which its cam- 
paign is based: 

(1) No one can give you some- 
thing for’ nothing. Prices below 
normal on private label or unad- 
vertised brands must mean either 
inferior quality merchandise or 
sub-standard pay to the workers 
who produce the goods; 

(2) Chain stores and absentee 
ownership mean that money is 
drained out of the community. “No 
man works as hard for his board- 
ing house as for the farm or busi- 
he personally owns and 


(3) The manufacturers of es- 


| tablished, advertised brands con- 


sider their future instead of just 
their immediate profit. Such man- 
ufacturers (and retailers) are the 
backbone of this country’s eco- 
nomic system and mainstay of the 
“American way of life.” 

That these propositions are 
greatly simplified, Mr. Gair is the 
first to agree. Also, he is the first 
to deny that chains and mail order 
houses have any distributive ad- 
vantages. His contention is that 
from the general long-range view 
of the problem, the country as a 
whole will be better off eco- 
nomically and politically if the 
trend is toward more ‘makers’ 
name merchandise” sold through 
independent retailers than if it 
swings to more private label goods 
sold through chains. 


Many Ask Reprints 


Within the past five years, said 
Mr. Gair, his ads in the Redlands 
Daily Facts have brought these 
results: Requests for as many as 
67,000 reprints of an individual 


message, from national adver- 
tisers, agencies, other retailers, 
educators, etc.; reproduction of 
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“WHO MADE IT?” 
You have a right to ask this question 


Wenld sm See 0 uk Ot Des sieie sess etait to gut Se 
name on it? The answer, if we know American public, is NO’ 


ever-increasing numbers are 
knowing “WHO MADE IT?” whee 


Civie-minded citizens can do their part to main’ Betional 
standard oF EVERY 9 KIND In 


‘We take pride in being able to present THIS KIND 
Sf merchandise to OUR KIND of customers: 


en. ——* teal “ Palm Beach Clothing 
Arrow Shirts Interwoven Socks 
Stetson Hats 
‘Swank Sets 


Being the profits trom transection 
Ros Soh ormem voeact YSeieO” aT RES a remain in 
Redionas to neip. te teva. 


FOR BRAND NAMES—Esquire and 

other magazines in the U. S. and Eng- 

land reprinted this Gair's, Inc., news- 

paper ad—first published April 24, 

1935—urging the public to buy stand- 

ard quality goods from standard qual- 
ity stores. 


various ads in Esquire, Life and 
other magazines, and hundreds of 
newspapers; requests for speeches 
from many important organiza- 
tions, including the New York and 
Boston adclubs; the late Ernie 
Pyle’s only known endorsement 
of a particular ad; and “most im- 
portant, a whole lot of solid re- 
spect and profitable business for 
Gair’s, Inc., from the good people 
of Redlands and adjacent terri- 
tory.” 

One famous Gair’s ad, asking 
“Who made it?” and published in 
the newspaper here in April, 1935, 
later was reproduced by Esquire 
and repeated by other magazines 
in the U. S. and England. It re- 
minded buyers that they wouldn’t 
accept an automobile “if the 
maker was ashamed to put his 
name on it.” The same fact is re- 
stated in a recent ad—even in 
these days of car shortages—along 
with the admonition that “this 
same attitude applies to your pur- 
chases of any commodity, whether 
it be food, drugs, auto accessories 


platemaking. 


Why send us 
your Kodachromes ? 


Because big-time users of color . . . Sunkist, TWA, Brown & 
Bigelow, Consolidated Steel, North American Aviation, to name a 
few ... have found that nowhere else can they obtain Kodachrome 
prints fine enough every time to serve as artcopy for quality 


Art directors are amazed that such fine color artcopy can be fabri- 
cated from Kodachrome transparencies. 


For finest printing plates give your platemaker a Chromart Print, 


not a film transparency. And prints have so many other advantages: 
Chromarts can be dramatically displayed to your client; they show 
how the final press run will look; they can be retouched as desired, 
lettered across, pasted into final artwork and ome set of plates made 


of the whole page. 


Chromarts range from $48 to $115, depending on size. Write. 


Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


Adver 


PTH 
Ht 


WHO 
Inc., R 
ing th 
invests 
This ac 


“bewal 


ready 
honest 
repres 
brand 
of. bra 
gator 
boys’ 
Beir 


36 Pay 
of Per 
of it T. 


Intervie 
AMERI 


ae eT Gh hiner Co ime ys pees, pay Ee eit ee ‘ : eis 2d kt j ge ante < i oe a 
oe ee Pe 
i" aaee. 
fom 
oe | Po | 

hi 
= | 
are ais | : 
ss Let 
| : a | | | Po rs 
ae | Buyer Beware 
hike | ed in all rela’ 
J ieorr ia ton wheat 
‘ | But acce 
} ing. not by the 
whelmingly lar 
i and ardently s 
| Whether it is an automobile or « suit of clothes, you have the force of retaile 
| eS re 
} has pictured his inspiration on canvas, is proud to put his name on his work, so too, — 
J | do standard quality manufacturers, having pride im their product, always insist that thinking and p 
OY teoir names cre on their morchandien. you re chown seerchantles on which the pcre tea 
maker has very carefully concealed his identity, you may be sure there is = reason “that they insist 
: | for it—THE QUALITY AND THE WAGES HAVE BEEN CUT TO “GET THE on it Retaile 
| : tailers acceptir 
With the conviction that no institution can be more perman- the indisputadi. 
Ze | | ent than the kind of merchandise it sells, it always has been our policy to select our embraced in br 
eee. | stocks from those makers whose principles are our principles. Thinking citizens in When a 
1906 —>.. EZ | DT ciiaa~.s sen 
ee, | ‘ purchasing merchandise of any kind. beware That. 
‘ pees 
| ANY STANDARD Qu. je by makers proud enoug St ae ae 
” _ es ir atoate GOR Ae eee narra 
eet oh, CS eesessssSsSsSSC(Ci‘CSSSsS Players an un-American wage seal “te get the prices down” wader those of thir | Setoes rae 
; Jae es competitors! By always having paid their employees — American citizens, all —« FS LIFETIME 
| _  n—7~7_ —E: Sapa e ee nerevee | RR 
Suseeee Sed petition, here nobly maintained thew social contribution to America | 
ae SS a ® 
FRENCH RES 4 : 
er - 
att Sere Stronghold Work Garments 
bas ‘ AT COAST-TO-COAST PRICES 
Famous French Candies 
pane ee 9 
en 45 East 52nd St. e 
. AIR CONBETIONED wine G 
- kee George Mt Bugnes A Local Owned inetnution 
: F BS 110 Ovange Street—Rediands : 
a 
2 ieee RRR: _ 
| f camer ; 
3 \ 
| ms ? 7 : | a 
; ; 
>. haw ai ae sali : > or ap 
wba ae a — ie \" \" e e e i “Let 
oie nee ae ; cludes 
' eR ee sts “We 
si — . ‘our ki 
* em ‘ name 
— sea —_— i a the se 
Si ’ eae ge te ‘ rf ae, 
ae i “ac iigieadatarns “O~, ag that ‘ 
- = ee ; : 2 . = ete “é : : va i . 
¥ = i i i | i aes. | 
— | aa bd oty 
{i RES i Ey 7 | 
: ee . : ‘ oes oes se = j 
\ t? y ne es oe oe oo — : i 
Sie ae or ee eee S fo — i 
soe tae ee Seal. ee Gis a ee oe : j 
Se ae - Os, eo ik $ ; ‘sumer ES See 4 
a me ince Bh ov Bee ‘ [ ee - 
oe a se has ore...  ~ 
ii again = 5 il it ce elaine, aa : tee 
fie x oF ego Seige aa Soe woe oi | 
fx ; o> mes oe A ha 7 La ) 
Lo Me ade re a eee 
: (aaa * ihe 4 4 e ie as eee “Sy soe «ge Shahi soatiig  Say 
ae ‘Gi ames eee te Mere ae 0. “ee ee : i | 
ae f pe ee Be fod to 5 | 
; , ¥ A : ; 3 : 4 ’ 
. em we rs os a . Don't B 
sai aaa ee _ » paean® ene i 
a. eS. 4 ——— Cn cin oe ae ond Ordin 
Sa ' $ Se a ae fo Pies 3 ~ annette 
ae Oe ee 
eu 43 — eee ee wee | 
Sigs | a | SS ee * “7 aa 
AGT eerie ~ ag eae eres a et 
ere ‘ .* ; | , ig ee ae: a dco i / 
ay i mg il i aa 
Coins meer : Ee i ’ 1 | 
aa — maervset Q See | | 
= oh ne nen oa Pas PP ik i 
es & Aegean 1 | \ 
cts: 
phere. H 
cat ee | i 
eat i Now i 
es | ee | it 
i maxim 
Bais a | Wear 
ec iN a" t 
elec i 
ale oom 
gat be fully 
Jai eae i ; e i “Dj 
= eG FRE 
i ' : 
faethe _ ’ 
Sate he i : 
ornare , Za ‘ 
on | : A Bb J 
fis ff A Ci‘ NC | 
ae |  —~ a 
7 co _ i 
Lv iN é a 
pen. a t ee E Se tt 
0 A fo 
Reese: onal LC/ == ee = 
ee. =e our! 
; to make. 6 mis 
te oe : o Perc: 2 j AS citY ME 
i ps ee (28 gt REET is ; 
. liga : Peete a i east ie Tee a 
| “EPRI Rs: eg Sten a Beit ee Se ee j ,105 en a g “ 
ee Pees. os er ee | 299 N. 
; ’ a , a. A é _25 Cee. 6 


Advertising Age, October 28, 1946 


Caveat Emptor... 


Seller 
Let The_ BUYER Beware 


For centuries the warning, “Let the 
Buyer Beware.” was understood and accept- 
ed in all relatio jenshign betwen yer and 
seller, It was the traditional risk of aghe wuy> 
ere—they, not, the seller "rook all the sks. 

In fact, it had basis in law 
But secepted practice or no. law or no 
been read- 


This commmettion under maker's name 
oF brands stimulates the maker to improve 
a Product contin —_ cadens = oo hg 


the extent thi 
TH S IS THE wairren “LAW ‘OF “SUR: 
VIVAL. th 


tng. ut 
whelmingly large segment 
and ardently seconded by anne 
force of retailers Teteg thie worniog ve reads 
"Let the SELLER 


We are confident that we express the 
thinking and policy of all Amencan manu- 
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the indisputable logic. the inherent mt queseate “e 
embraced in brand mamen merchat dase 


When s maker refuses to reveal his cat tight banter fer nt 


sibility—there are no penalties to make him terms, WOULD YOU BUY AN a 
BILE IF ITS MAKER JSED 
HIs NAME OR BRAND ON IT? Apds 22 


ppare Next 
vustomer tries EVERY ume—-YOU MAKE A PURCHASE 
RISKING THE REPUTATI IN ANY STORE OF YOUR CHOICE, for 
nb — OF HARD WORK al 
SEARCH ica, ask “WHO MADE IT?” 


We join with the makers of “our kind” of merchandise—makers’ name 
merchandise—in saying “Let the SELLER Beware,” being confident 
that “our kind” of customers already have reaped-the harvest of honest 

and dependability represented in our honor role of brand names 
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imstiteton, 
you give ws or other Redlands-owned imstitutions—will remaim im 
Redlands to help make your home tows « better place im which to live. 


WHO MADE IT?—That's what Gair's, 
Inc., Redlands, Cal., store, is still ask- 
ing the public to ask itself before it 
invests in anything but branded goods. 
This ad, explaining why the seller must 
“beware, also ran in the Redlands 


Daily Facts. 
or apparel.” The ad, captioned 
“Let the seller beware,’ con- 
cludes: 


“We join with the makers of 
‘our kind’ of merchandise—makers’ 
name merchandise—in saying ‘Let 
the seller beware,’ being confident 
that ‘our kind’ of customers al- 
ready have reaped vhe harvest of 
honest value and dependability 
represented in our honor role of 
brand names.” The following list 
of. brand names ranges from Alli- 
gator rainwear to Westminster 
boys’ socks. 

Being a Redlands-owned insti- 


COSTS NO MorE 


May We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results .. . 

We are a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in” the force of national advertising. 


36 Pages... 420 Pictures...an Exhibit 
of Performance... Write for a copy 
of it Today on your business letterhead. 
Interview with Principals * No Obligation 
AMERICA'S LARGEST ORGANIZATION 
SPECIALIZING IN 
MERCHANDISE PRESENTATION 


W. L. STENSGAARD 
; AND ASSOCIATES, INC. 


339 N. JUSTINE STREET © CHICAGO 7, ILL 


tution, Gair’s repeats at the bot- 
tom of every ad, means that “the 
profits from every transaction you 
give us—or other Redlands-owned 
institutions—will remain in Red- 
lands to help make your home 
town a better place in which to 
live.” 

In a recent postcard mailing, 
Redland’s canine population was 
personally invited to visit the 
Gair dog bar, “where the smartest 
dogs in town drink.” The brand 
names tie-in went this way: 

“For a long, cool drink, paws 
and refresh yourself at Gair’s dog 
bar. You’ll meet your friends there 
too while your master is inside 
for long long-wearing, honest, 
value-giving Arrow shirts, Kup- 
penheimer clothes, Bostonian shoes 
and Stetson hats.” 


Fenner Promoted 


Frank Fenner Jr., technical edi- 
tor of Popular Photography and 
editor of Ziff-Davis Little Tech- 
nical Library Photographic Series, 
has been promoted to managing 
editor of Popular Photography, 
Chicago. 


CCA Adds 18 Magazines: 
Membership Reaches 441 


Controlled Circulation Audit, 
New York, has added 18 publica- 
tions since May 15, bringing total 
membership to 441. This includes 
154 advertisers, 65 agencies, and 
222 publications and applicants. 

Publications recently added in- 
clude American Paper Merchant, 
Coin Machine Journal, Modern 
Railroads, Production Equipment 
and Union Server, Chicago; Build- 
ing Reporter & Realty News, Mari- 
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time Reporter and Metal-Working| Gazetter and Western Paint Re- 
Equipment, New York; Construc-| view, Los Angeles; Keeler’s Re- 
tioneer, Harrisburg; Cosgrove’s | view, San Francisco; Missouri Bev- 
Magazine, Grand Rapids; Drug,| erage Journal, Minneapolis; Rocky 
Vitamin & Allied Industries, At-| Mountain Contractor, Denver, and 
lanta, Ga.; Patterson’s Beverage | Yankee Beverage News, Boston. 


540 N. MICHIGAN AVE., 185 N. WABASH AVE. : 
410 N. MICHIGAN AVE., 111 E. DELAWARE STREET 


ONE AD 


IF Tee aversHip 


The textiles, domestics, men’s and boys’ wear industry is comprised 


of seven major merchandising divisions. Because these seven depend 
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FAIRCHIL 


DAILY NEWS RECORD - WOMEN'S WEAR DAILY - RETAILING HOME FURNISHINGS - MEN'S WEAR 


Yf@ 
p 


FAIRCHILD BUILOING—NEW YORK 3, N. Y- 


one upon the other . . . all contributing to the task of moving goods from 
producer-to-retailer-to-consumer . . . your advertising must make a 
seven-at-one-blow impression to properly sell a product, brand, or 
trade-name. * DAILY NEWS RECORD is the newspaper all 


seven read regularly ... every single business day .. . for 


vital news of the industry. DAILY NEWS RECORD 
gives them news of prices, markets, planning, 

manufacturing, and financing from world-wide 
sources. *& Only in the RECORD can you 


reach all seven simultaneously with one ad! 


News Record 


D PUBLICATIONS 


FAIRCHILD INTERNATIONAL - 


* FOOTWEAR NEWS - FAIRCHILD TRADE DIRECTORIES 
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IBS Appoints Avery 


The Intercollegiate Broadcasting 
System, New York, a network of 
23 college radio stations, has ap- 
pointed Lewis H. Avery, Inc., New 
York, as its national representa- 
tive to handle both spot sales and 
network programs. 


Day Opens N. Y. Office 


Gordon M. Day Advertising 
Service, Boston, has opened a New 
York office at 145 E. 53rd St. 


in the 


Central 
West 


PREFER 
Chicago Hournal 
. of Commerce 


Sparton Radios 
Promoted in New 
Magazine Series 


JACKSON, Micu. — Sparks-With- 
ington Company has launched a 
new series of four-color page ad- 
vertisements in Collier’s, The Sat- 
urday Evening Post and Woman’s 
Home Companion, to continue 
through December, featuring its 
Sparton radios and radio-phono- 
graph combinations. 

The production picture is grad- 
ually improving, justifying an ex- 
panded ad program, according to 
E. C. Bonia, sales manager of the 
radio and appliance division, who 
said the company expects to hit 
peak production by Jan. 1—“re- 
gardless of the shortages of com- 
ponent parts and many other 
troubles that have hampered every 
manufacturer.” 

Sparks-Withington has done its 
level best to lick parts shortages, 
Mr. Bonia said, with men in the 
field expediting parts or raw ma- 


terials. To evade one threatened | 
shutdown, because of non-delivery | 
of speakers, the plant itself took 
over the winding and installation 
of speaker transformers. “To the 
best of our knowledge, there is | 
no other radio manufacturer in the 
country today in a position to 
wind speaker transformers,” he 
declared. ; 

The new Sparton series features 
a fine cabinet appeal, with art 
work by the magazine illustrator, 
Michaels. 

Brooke, Smith, French & Dor- 
rance, Detroit, is the agency. 


Gets CDNA Recognition 


O’Brien Gourlay Ltd., Vancou- 
ver, B. C., advertising agency, has 
been granted national recognition 
by the Canadian Daily News- 
papers Association. 


Nott Appoints Altomari 


Altomari Advertising Agency, 
New York, has been appointed to 
handle the trade advertising of 
Nott Mfg. Company, Mount Ver- 
hon, N. Y. 


The fifth in a series of frank talks about the aluminum industry and Alcoa 


—BEST IN THE WORLD, UNCLE SAM! 


“The United States Aluminum Market 


And that’s no advertising blurb. It’s a quotation 
from findings of fact by a United States District 
Court in 1942. For over 50 years there had been 
only one commercial producer of new aluminum 
metal in the nation, but that producer had 
brought the price of aluminum down from $8 a 
pound to 14 cents a pound for aluminum pig. 
It served its market well, and developed alu- 
minum into a major commercial metal. 

Today, there are three producers of new 
aluminum metal in these United States. And 
there are scores of smelters of the vast quantities 
of scrap aluminum now on the market. Our 
Uncle Sam’s aluminum market is still the best 
served in the world. Of the three producers of 
new aluminum, two of them can each turn out 
more aluminum ingot than the whole nation 
was able to absorb before World War II. The 
annual production capacity of the third is more 
than half the nation’s prewar annualconsumption. 

Add it all up and that’s a lot of aluminum. 
But we are entering an era that folks like to 
call the ‘‘age of light metals’’, so don’t be sur- 
prised to see aluminum in thousands of new 
forms all around you. It’s there in many new 


forms already. 


Our nation’s aluminum market is going to keep 
on being the best served in the world. There’s 
plenty of what it takes to do it. For instance: 


ALUMINUM COMPANY OF AMERICA 
1882 GULF BUILDING - PITTSBURGH 19, PENNA. 


Is the Best Served 
Aluminum Market in the World.” 


Alumina 


ALCOA 


All three producers of new metal make alu- 
minum from alumina. All three use the Hall elec- 
trolytic process—introduced more than half a 
century ago by Alcoa. Its use is free to everybody. 


bauxite, as you know. This ore is readily avail- 
able in this country, in South America, and in 
many other places throughout the world. There 
is plenty of bauxite, as the courts have found, 
and as Alcoa and its competitors readily testify. 

There’ll be plenty of alumina. The great 
alumina plants built and owned by Alcoa are 
humming with production. The huge, govern- 
ment-owned plants at Hurricane Creek, Ark., 
and Baton Rouge, La., have been leased to 
other private producers. Substantially less than 
half of the alumina-production capacity in the 
U.S.A. is owned by Alcoa; the rest is controlled 
by Alcca’s competitors. 

America’s capacity to produce new aluminum 
ingot is big, too! Here’s how it lines up. The 
nation’s total capacity for production of new 
ingot economically is well over one billion 
pounds a year. This capacity is divided almost 
equally between Alcoa and its competitors. 

Right here is a good place to repeat that 
quotation at the top: “The United States 
aluminum market is the best served: aluminum 
market in the world.”’ 


is obtained from an ore called 


ALCOA 


Cecil C. Fogarty, founder and head of the C. C. Fogarty Company, 
one .of Chicago’s oldest ad agencies, was given a reception Oct. 16 
in observance of his 40th anniversary in the ad business. The party 
also celebrated the opening of the company’s new, enlarged suite 
of offices, which occupy half of the 18th floor of the Bell building. . . 

Elizabeth Eyerly, v.p. of Botsford, Constantine & Gardner and 
account exec. of Jantzen, flew to London a week ago to confer 
with Jantzen British plant officials Alfred Thorne, mg. dir., and 
Richard Crowther, sales mgr., on plans for the 1947 campaign in 
England and on the continent. . . 

Thomas D. Rishworth, who has been announcer, actor, script 
writer and program sales mgr. for NBC in New York, has joined 
the staff of the University of Texas as director of Radio House in 
Austin. .. Robert J. Alander, gen’l mgr. of the News-Journal, Mans- 
field, O., was emcee at the Chattahoochee Valley Day celebration 
in Columbus, Ga., Oct. 12. He’s a former ad mgr. of the Columbus 
Ledger-Enquirer. . . 

Agencyman John C. Dowd and William J. McDonald, New Eng- 
land mgr. of Time, have been appointed Boston Advertising Club 
representatives on the seven-club joint committee planning Printing 
Week, which will be celebrated in Boston Jan. 13-19. Other clubs 
participating in the sponsorship are the Art Directors Club, Book- 
binders’ Guild, Bookbuilders of Boston, Boston Club of Printing 
House Craftsmen, Graphic Arts Inst. and the Society of Printers... 

Good news is that Paul V. Barrett, dir. of advertising of Interna- 
tional Correspondence Schools, who has been critically ill with lobar 
pneumonia in Mercy Hospital, Scranton, Pa., is convalescing. . . 
Walter A. Olen has been elected president of the Four Wheel Drive 
Auto Company of Clintonville, Wis., for the 37th consecutive year. 

Maj. Mac Harlan, who left the Mac Harlan Advertising Agency, 
Chicago, in 1943 to enter his second war, is returning to the U. S. 
after 12 months with the occupation forces in Japan. Mrs. Harlan 
and the children have been living in San Mateo, Cal. . . 


GOLDEN GLOW—Those smiles are for George J. MacMurray, second from 

left, who is here celebrating his 50th anniversary with the McGraw-Hill Pub- 

lishing Co. with President James H. McGraw Jr., left, George Pfeil, right rear, 

and Carl Stocks, publisher and editor respectively of Bus Transportation. Mr. 

MacMurray joined the company as a boy in the mailing department, and is now 
associate editor of Bus Transportation. 


Carl Obliger of McCann-Erickson and Walter Guild of Garfield 
& Guild, San Francisco, who represent advertising in the Peninsula 
Community Symphony Orchestra, San Mateo, have issued an in- 
vitation to other musically-inclined admen to join the group. More 
players, “particularly brass,’ are needed, they say, and Carl and 
Walter promise to give all the details to non-professional “‘tooters” 
and ‘fiddlers’ who call one or the other of the agency men... . 

Franklin C. Tyson, of Roche, Williams & Cleary’s copy staff in 
Chicago, is teaching an advanced evening course in ad copywriting 
to seniors and post-graduate students at Northwestern University, 
Evanston. ... In the Twin Cities the Northwest Council of Adver- 
tising Agencies, comprising 26 concerns, is filling the gap caused by 
the sabbatical leave of Prof. Thomas Barnhart, instructor in adver- 
tising classes conducted by the University of Minnesota extension 
division. George C. Mohlke, account exec of Campbell-Mithun and 
president of the council, arranged details of the project with uni- 
versity authorities, and a committee headed by C. L. Greenwood 
of Knox Reeves provided the following “faculty”: John W. Forney, 
copy chief of Campbell-Mithun, copy instructor; Al Clague, art 
director of BBDO, layout instructor; Olaf Jorgenson of Jorgenson 
Printing Company, typography instructor, and Roy Kruskopt of 
BBDO, assistant instructor. ... 

James N. Johnston, assistant account exec of John Falkner Arndt 
& Co., Philadelphia, is the father (and proudly) of a daughter, 
Alice, born on Sept. 10... . Ross B. Siragusa, pres. of Admiral Cor- 
poration, Chicago, has received a certificate of appreciation from 
the Army Signal Association, Washington, in recognition of services 
given the Army Signal Corps during the war.... 

Pres. Frank C. Verbest, of Blatz Brewing Company, Milwaukee, 
presented the company’s Distinguished Service Award to 284 of 
its veteran employees whose combined service aggregates nearly 
4,250 years. Among the “Pioneers” honored were 62 who had been 
with the brewer for more than 20 years, and 25 who have been 
retired on pensions... . 

Betty Oliver, publisher of Business Girl, Dallas, and John Diete- 
man, business manager of the publication, were married in Sep- 
tember. . . . M. R. Chessman, publisher of the Astorian-Budget, 
Astoria, Ore., and Mrs. Chessman celebrated their 35th wedding 
anniversary in Yakima, Wash., with their son-in-law and daughter, 
Mr. and Mrs. R. W. Lucas, who observed their 10th anniversary on 
the same day. Mr. Lucas is ed. of the Yakima Herald and Republic. 

Robert O. Reynolds, v.p. and gen’l mgr. of Station KMPC, Los 
Angeles, is spending his three week vacation on an Arizona ranch. 
.. . New pres. of the Canadian Automobile Chamber of Commerce 
is D. B. Greig, pres. of Ford Motor of Canada... . 
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Hudson Releases 
First Dealer Ads 


DetroIr— Hudson Motor Car 
Company is releasing its first co- 
operative ad for dealers on the ’46 
model in 60 daily newspapers 
throughout the country. Insertion 
dates do not follow a set schedule, 
with the time of placement sub- 
ject to local conditions and the 
needs of retail outlets. 

The company also has sched- 
uled a four-color page advertise- 
ment in the Nov. 16 Collier’s and 
The Saturday Evening Post, head- 
lined “Right time, right place. . 
right car” and urging the prospect 
to visit one of 3,000 dealers, ‘“‘see 
these grand new cars and learn 
why so many thousands are turn- 
ing to Hudson as ‘the car that’s 
right.’”’ Publication plans beyond 
that date have not been disclosed. 

Hudson gives a new slant to 
trade copy with a full page in 
the Oct. 21 Automotive News and 
the November issue of Motor: In- 
stead of telling the manufacturer’s 
story of what representing its car 
means, businesswise, to the re- 
tailer, Hudson introduces the ac- 
tual statement of a dealer, with 
his photograph, explaining why he 
likes his Hudson agency. 

Brooke, Smith, French & Dor- 
rance is the agency. 


E. N. Hatch Promoted 


Everett N. Hatch, public rela- 
tions director of the Syracuse Sav- 
ings Bank, Syracuse, N. Y., has 


been promoted to vice-president of | 


the bank. 


To Publish Electronic 
Paper in Two Editions 
Electronic Industries, published 
by Caldwell-Clements, Inc., New 
York, will be published in two 
editions, effective with the Jan- 
uary, 1947, issues, under the titles, 


With payrolls continu- 
ing to exceed 1944 and 
1945 figures for the cor- 
responding week by 
$100,000 to $200,000, 


New Bedford people 
have more money to 
spend than during the 
war period. Savings on 
deposit in New Bedford 
Banks alone total $164,- 
258,784.00. 


are of course hitting 
new highs. Is your na- 
tional schedule reaching 
this trading area PRE- 
FERRED by Sales 
Management month 
after month? 


N 
Stanaare- 


Rep. by Gilman. Nicoll & Ruthman 


Tele-Tech and Electronic Indus- 
tries & Instrumentation. 

Tele-Tech, designed as a vertical 
publication for tele - communica- 
tions engineers, with a circulation 
of 17,000, will retain the format of 
Electronic Industries, and will be 
published the first of the month. 
Electronic Industries & Instrumen- 
tation will be a horizontal pub- 
lication for industrial and produc- 
tion engineers, in such industries 
as machine tools, plastics, textiles, 
printing, mining, etc., with a circu- 
lation of 25,000. It will be pub- 
lished in tabloid size on the 15th 
of the month, and will contain fea- 
ture articles and an_ industrial 
electronics digest. 


Joins ‘Popular Science’ 
Joseph P. Quin Jr., recently re- 
leased from the Army, has joined 
the eastern sales staff of Popular 
Science Monthly, New York. 


British Firm 


Offers X-Ray 
Type of Display 


Lonpon—An X-ray type of dis- 
play which, by degrees, strips an 
article down to its working 
mechanisms is now being offered 
by Vision-X Ltd., a company re- 
cently formed here. 

The dramatic, three dimensional 
display is custom made for a spe- 
cific article to be displayed, form- 
ing a miniature stage on which, 
at intervals of about one minute, 
the product appears to be stripped 
of its outer casing and the inner 
parts revealed. 

Designed primarily for such 
items as watches, fountain pens, 


small mechanical items, etc., the 
unit can be enlarged, the company 
said, to display such major prod- 
ucts as automobiles and similar 
products. ° 

Vision-X units are made avail- 
able on an exclusive basis to only 
one manufacturer in a given line. 
The company holds world patents 
and is contracting licenses for op- 
eration of units outside Great 
Britain. 


New Deodorant Offered 


Guardsman toiletries, distributed 
by J. S. Laing Agencies Ltd., To- 
ronto, is offering a new deodorant 
cream for men called Guard. Pro- 
motional plans include use of 
radio, national magazines and a 
limited use of newspapers. Walsh 
Advertising Ltd., Toronto, is the 
agency. 
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Paper Changes Name 

Electronic Equipment N ews, 
New York, has changed its name 
to Electronic Equipment Industry, 
due to “an inadvertent encroach- 
ment” on another title. Mal Parks 
is editor, and Alex H. Kolbe pub- 
lisher. First print order will be 
25,000 guaranteed, and advertising 
will be accepted effective with the 
December issue. 


Appoints Marshall 

‘Sam L. Marshall Jr., recently 
discharged from Army, has been 
appointed assistant district man- 
ager of Sweet’s catalog service di- 
vision of F. W. Dodge Corporation, 
with offices in Detroit. 


Joins Father's Agency 

Bill Sullivan has joined the Dan 
Sullivan Advertising Agency, Bos- 
ton, which is headed by his father, 


The bigger they are... the harder they fall! 


Easy business and plenty of it is not conducive to good 
salesmanship nor to straight thinking, any more than a 
big meal improves the appetite and sharpens the wit. 


A dozen or two fat orders via the transom and some short 
sighted companies put the brakes on selling and adver- 
tising efforts . . . stalling the ‘‘engine’”’ which then gets 
temperamental when it is needed. 


“Why advertise?” they ask. “‘We’ll never fill the orders 
we've got.” 


And they’re right! . . . about not filling the orders, we 
mean. 


They'll never fill those orders because they'll never get 
the chance to... . a good part of the “orders” they’re 
behind on today aren’t orders at all. . . they are “factors 
of safety”, placed by people who want to make sure that 
they'll get what they want. Instead of ordering one re- 
frigerator or one lathe, they order four, five or six of 
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ABP’s BUSINESS 


them. Delivery of one of these cancels the other orders. 
Ten orders shrink to two, and by the time every manu- 
facturer involved in filling these orders cancels his own 
“safety margin”’ of orders, those eight cancellations have 
multiplied themselves by ten . . . and the bigger they are, 
the harder they fall. If you want an idea of how this works, 
ask your purchasing agent how many orders he places 
to insure delivery of the one needed piece of equipment. 


The executive who looks upon his advertising as a long- 
range builder of acceptance for his company’s product 
and a creator of demand for his company’s trade-mark 
... who keeps up his advertising effort . . . obviously will 
suffer less than he who has released his grip on his market. 


Would you like to see a couple of case histories of 
what happened to companies that discontinued adver- 
tising because they were ‘“‘oversold’*? Would you like to 
have copies of this ad to send to others in your organiza- 
tion? Just drop a note to A.B.P. headquarters and we 
will send them to you. 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N. Y. 


1S TO BOOST YOUR BUSINESS 
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Amplifies Story About 
Lucky Strike History 


To the Editor: Citations to 
Editor Hughes and AA for the 
exceptionally fine eulogy of George 
Washington Hill. 

Following the close of World 
War I, it was the writer’s good 
fortune as editorial and adver- 
tising executive of a leading 
tobacco trade journal to have 
known Mr. Hill, his father, Perci- 
val, and most of the chief execu- 
tives of both the American To- 
bacco Company, and its lusty 
subsidiary, the American Cigar 
Company. 

Without any intention of de- 
tracting from Mr. Hughes’ splen- 
did account, I hope I may be 
permitted to supply some addi- 
tional facts including what I be- 


This department is a reader’s 


oo 


lieve are some of the most inter- 
lesting and most significant ‘“ad- 
|vertising facts” about the adver- 
'tising of American Tobacco Com- 
pany’s products. 

Here goes: 

1. Lucky Strike was originally 
the good selling pipe and cigaret 
|tobacco owned and advertised by 
| American. 
| 2. The slogan: “It’s Toasted” 
| was first used in connection with 
|the tobacco even before that other 
;successful slogan, “Your Nose 
|Knows” was coined for their 
Tuxedo tobacco. 

3. The blend in Lucky Strike 
was so enticing, more men were 
rolling cigarets with it than were 
putting it in their pipes. 

4. While American had many 
good selling cigaret brands—Pall 
Mall, Omar, Lord Salisbury, Sweet 


forum. Letters are welcome. 


Caporals, Meccas, etc. etc.—the 
company would concentrate its 
advertising appropriation only oc- 
casionally. Before World War I, 


the company employed as many as | 
At an-); 


24 advertising agencies. 
other time it concentrated its ac- 
counts in its own house agency— 
the Amsterdam. 

5. With the great success of 
Camels and Chesterfields (Lord 
Chesterfield in 1915)—two com- 
parative newcomers—through a 
policy of heavy concentration, 
American made its decision to 
concentrate, and decided upon the 
already successful Lucky Strike. 

6. There were two other fac- 
tors at this time which were de- 
cidedly favorable to the adoption 
of this policy. First, there was a 
very definite trend towards “tailor 
made” cigarets. For many years 


FORTNIGHT 


a distinguished new magazine! 


Packed with 


IT’S OFF THE PRESS ...FORTNIGHT ... the magazine the 
West has been waiting for! Every other week, 48 pages packed 
with information on what to do, where to go, how much it costs 
... PLUS, a complete newsmagazine coverage of California. 


It has long been the contention of many advertisers that na- 
tional magazines fall short of serving the many specialized needs 
and differences that exist on the Pacific Coast, particularly in 
California, FORTNIGHT fills this need. There is no other mag- 
azine like it! Examine the first issue—see how it is crammed with 
news and facts that make it a complete guide to the California 
way of life, how it appeals to this active, growing, money-spend- 


ing, product-buying market. 


If FORTNIGHT is not already on 


check with the DUNCAN A. SCOTT COMPANY, national rep- 
resentatives: San Francisco —627 Mills Building, SUTTER 1393; 
Los Angeles—408 Pershing Square Bldg... MICHIGAN 6203. 


News, Features, 

Cartoons and Photos —It’s the 

Pacific Coast’s first General 
Magazine! 


your advertising schedule, 


HERE'S A 


MAGAZINE THAT 
CREATES A MARKET 
FOR YOUR PRODUCT 


OR SERVICE! 


IN CALIFORNIA—LOOK TO © 


FORTNIGHT | 


THE MAGAZINE THAT PRE-SELLS YOUR PROSPECTS! 


“makings” such as their famous 
Bull Durham, were America’s 
leading sellers. During the war, 
however, “rolling-your-own” de- 
clined. This was brought home 
to American forcibly when one 
of its largest campaigns for Bull 
Durham in 1919 did not bring 
forth its usually excellent results. 
The second factor, of course, 
was the huge increase in and 
general acceptance of smoking by 
women. It seems that they all 
admired the Army and Red Cross 
nurses and other war workers who 
“stuck it out’ with the boys and 
enjoyed, as they called it in Eng- 
land, “a fag” with them. 

The mention of Bull Durham 
may seem insignificant or even 
ludicrous to this generation, but 
no name in American advertising 
and American brand name history 
holds a nobler place! To good old 
Bull Durham goes the undisputed 
credit for being NOT ONLY THE 
FIRST NATIONALLY ADVERTISED TO- 
BACCO PRODUCT, but the FIRST NA- 
TIONALLY ADVERTISED PRODUCT—OF 
ANY TYPE! 

In closing, it is only fitting to 
further recognize the great adver- 
tising genius and business leader- 
ship of George Washington Hill. 
It was he who really first put 
“hard selling copy” into an in- 
dustry notorious for its weak, pub- 
licity, wasteful-type of advertis- 
ing. It was he who first obtained 
the approval of the medical pro- 
fession for cigarets. 

GEORGE ROOSEVELT, 
New York. 


P.S. Believe Mr. Hughes errs 
in his statement that Mr. Hill 
never ran a contest. In 1933 
American’s Weekly Hit Parade 
Guessing Contest was tremendous. 
Ask W. S. Ponton Company, New 
York, how they handled millions 
and millions of letters and entries 
weekly and how whole cartons of 
Luckies were mailed by the thou- 
sands, to winners everywhere. 

+ 2 ¥ 
Fred Rudge’s Agency 

To the Editor: In the Sept. 30, 
1946, issue of ADVERTISING AGE, 
Page 63, bottom of Column 2, you 
published a notice as follows: 

FRED RupcE Moves: Fred Rudge, 
New York printer, has moved to 
475 Fifth Ave. 

We’re grateful for the publicity, 
but in the interests of accuracy 
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PORE 


They marked the cards 
in St. Louis 


“Reading ond Riding 


wwe 
“ 
end Rithmetic® 


orwee 
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SAD TALE—A Brooklyn Dodger fan 

gets the low-down on the Dodger let- 

down from an ad in the Sept. 16 issue 
of AA. 


(and to maintain peace among 
media recognition groups) would 
you please publish a correction. 

Fred Rudge is former president 
of William E. Rudge’s Sons, a 
printing house. But he has had no 
connection with the printing busi- 
ness for over a year. Fred Rudge, 
Inc., is an advertising agency spe- 
cializing in opinion-forming ad- 
vertising. 


R. C. JONEs, 
Assistant Treasurer, Fred 
Rudge, Inc., New York. 
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Pay-Off Causes Deluge 


To the Editor: It may interest 
you to know that as a consequence 
of a little article buried on Page 
61 under the heading “The Pay- 
Off” in your issue of Sept. 23, 
1946, I have had dozens of people 
I know mention that write-up to 
me. This I thought remarkable, 
but what was even more amazing, 
we had several firms phone us, 
and in one instance offer us enough 
business to bury our house in vol- 
ume for weeks. Unfortunately—or 
otherwise—as long as the situation 
on help continues, we are taking 
care of our present accounts, and 
letting additional business slide 
until we know we can take good 
care of our new clients. 

Many thanks for bringing a 
highly technical point to the at- 
tention of your readers. We don’t 
take credit for the resetting of 
that particular ad, as we feel any 
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good ad house could have done 
at least as well. But it gives us 
a feeling of satisfaction to know 
that highly technical work such 
as we do daily here is appreciated 
by buyers who know what the 
score is in advertising. 


F. H. Bartz, 
President, Harry Baird Cor- 
poration, Chicago. 
vvesgy 


A Refreshing Gem 
Turns Up in the Mail 


To the Editor: Every once in 
a provincial blue moon, the morn- 
ing mail brings a refreshing gem 
of correspondence ... one that 
speaks volumes in a few thought- 
provoking, down-to-earth lines. 
Such, we believe, is the letter we 
received from the now defunct 
Recorder of Winnebago, Neb. 

The small town newspaper con- 
tinues to exert a powerful influ- 
ence throughout the United States 

. influence that cannot be over- 
looked or alienated by American 
advertisers. For this reason, we 
believe this original approach, as 
to the cause of the death of the 
Winnebago Recorder, is both note- 
worthy and interesting. 

And should some one breathe 
new life into the Recorder (and 
the Rosalie Rip-Saw) we hope to 
be among the first to reward such 
originality with cash-on-the-bar- 
relhead advertising. 

The letter, in its entirety, read: 

“T am dead. I died from a bad 
diet. I absorbed entirely too much 
‘free publicity’ which was free! 
only to those who got it and cost | 
me a lot of jack. I might have! 
lived to a ripe old age if I had 
thrown this stuff away and con- 
fined my efforts to those who paid | 
a reasonable price for a reason-| 
able service. Now it’s too late. 

“The Citizen of Walthill took | 
over my remains. The Citizen) 
also took over the remains of my | 
contemporary, the Rosalie Rip- | 
Saw, which died from the same} 
malnutrition as I. | 

“Omaha and Sioux City fur-| 
nished most of my bad diet, al- 
though there were plenty of others. 
These two cities have business 
concerns which band together with 
agreements not to spend any of 
their advertising dollars in weekly 
newspapers outside their own 
boundaries. Then they organize all | 
sorts of affairs for which they | 
seek free publicity. They think 
they are smart and are building 
good will. They are building only 
resentment.” 


MILTON H. REYNOLDs, 
Allen & Reynolds, Advertis- 
ing, Omaha, Neb. | 


- VV F 


Eyebrows Up 

To the Editor: A raised eye-| 
brow to the statement in “The 
Pay-Off” (AA, Oct. 14) that “The 
word ‘wonders’ is the magic word 
that turned the tide.” | 

The winning advertisement said | 
“How to do Wonders With a Little | 
Land!” 

People have long wanted to! 
know “How to.. .” do anything | 
—from raising turkeys overnight 
to growing a head of hair in eight 
days. 

Wonderman Robinson would do 
well not to sell “How to do...” 
short—he might even set it 
bigger, bolder type. 

Stuart D. COWAN JR., 

Cowan & Dengler, New York. 


. F F¥ 


Suggests Frying Cross 
for Restaurant Men 

To the Editor: Ad-libbing’s sug- | 
gestion that butchers be awarded | 
the Purple Chop and bakers the | 
Distinguished Cross Bun tickled 
my kazazza. How about a Dis- 
tinguished Frying Cross for the 
restaurant man? 

HeErB SIEKMAN, 
Editor, Midwest Restaurant 


| 
| 
| 
| 
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News, Chicago. 


G-E Tests Media, 
Freezer Market 
in Florida Town 


BRIDGEPORT, Conn.— ‘“‘The im- 
mediate market for home freezers 
is 5% of the nation’s electrified 
homes,” M. J. Young, in charge of 
freezer sales, General Electric 
Company, predicts on the basis of 
recent G-E sales test in Florida. 

To determine the size of the 
freezer market and methods of 
promoting freezer sales, the com- 
pany and a dealer cooperated in 
selling 76 new four-by-four G-E 
freezers-in seven days. The test 
took place in a “town” with a 
“population of about 22,000 per- 
sons,” with “the nearest city about 


60 miles away.” 

Promotion included newspaper 
advertisements, radio spots, ‘“‘tele- 
phone solicitation” and window 
displays. 


Sell to 1% of Market 


Mr. Young reported that more 
than 1% of the electrified homes 
in the test area were “sold” dur- 
ing the one-week period. He said 
the test shows that the upper in- 
come group will buy home freez- 
ers now, but it will be “some 
time” before low income groups 
can be reached. 

Twenty-one of the 79 sales, Mr. 
Young revealed, developed from 
telephone calls. Newspaper ads, 
he said, were also effective, with 
sales reaching ‘their greatest vol- 
ume on the second day, before 


other media had been used.” Win- 
dow signs and “well-stocked dis- 
play samples” were also important, 
but only two prospects “could be 
directly traced” to three spot an- 
nouncements used on three suc- 
cessive days, Mr. Young reported. 


‘Sportsman's Guide’ 
to Be Published 


International Sportsman’s Guide 
will be published spring and fall 
by Drake Publishing Company, 
185 N. Wabash Ave., Chicago, it 
was announced last week. The 
publication guarantees 150,000 paid 
circulation, distributed through 
sporting goods stores and on news- 
stands. Editorial information will 
include expert advice on where 
to hunt and fish. Camps, resorts 
and hotels will not be accepted as 
advertisers, nor is beer and liquor 


45 


advertising solicited. 

The editorial board includes 
many leading outdoor authorities, 
such as Frank Dufresne, Dave 
Newell and Talbot Denmead. 
Heading the publication is O. A. 
(Dutch) Feldon, who recently 
resigned as western manager of 
Sports Afield to become president 
of Western Sports Company, Chi- 
cago, sports equipment distribu- 
tor. 

First issue of International 
Sportsman’s Guide will appear 
Feb. 1, advertising forms closing 
Dec. 20. Basic rate is $500 a page. 


Hitchcock Names Zorn 
Laurin J. Zorn, formerly assist- 
ant to the president of Scripture 
Press Foundation, has joined the 
Hitchcock Publishing Company, 
Chicago, as general manager of 
Van Kampen Press, the book pub- 
lishing division. , 


Another RECORD “First”! 


— 


Out of 443 entries by 157 business publications — 


“FIRST AWARD to ARCHITECTURAL RECORD for the 


best illustrative treatment of editorial material 


published during the twelve months ending 
July 31, 1946, in the ninth annual competition conducted 
by Industrial Marketing.” 


In the last five years the RECORD has received nine 
awards for editorial achievement... which makes it 
easy to understand why the RECORD also is 


FIRST in architect circulation! 
FIRST in consulting engineer firms! 
FIRST in total architect and engineer circulation! 


Add to that a provable coverage of over 80% of all 
building plans and specifications prepared by 
architects and engineers. 


You’re RIGHT with the RECORD! 


“WORKBOOK OF THE 
ARCHITECT-ENGINEER” 


119 WEST 40th STREET, NEW YORK 18, N.Y. 


x ae aise Ae a 
i 
a 
a ee oe 
Pere 
ae — - 
| 
| . 
Po 
| 
: 
oe 
g ee 
| a ale 
it 
; 
te) 
7 
: i 
e; 
; , ee 
\- 
ates 
te hse : 
st Pe 
-e 
| a egian 
y- eo 
| 5 mae ; ee 
| ye 
to ar, a - 
e, 
ibe 
is, Pleiig 
7 : a aha 
or aoe. 
on [ae 
ng a 
| a 
de ae tage 
| ee a 
; de 
t= ies 
of | 
ny 
| \ 
a 
Ce 
ee ¢ ge 
eee ee 
aetna 
a agate 
ay ey ee ie ie ea 
a 
a Wasi 
Bs ee 
; fe nc é 
ab — 9 
ee lees 
a got! — 
~ a : 
é rin 
w. * RE a 
Bertone ona 2 | | : 
| 
ee Be 
ear ? at ae fe : 4 3c mS aN . ‘ Min sid tet pie ete? BY ‘ , ; r % aS Fy ee i son ve. vi i ae 7 ee cme te: righ aaa : Me: 


Militant FMers 
Reject NAB’s Bid, 


Regroup Forces 


CuHIcCAGO—Militant FM interests, 
assured at the National Associa- 
tion of Broadcasters convention 
here that frequency modulation’s 
day is surely if slowly dawning, 
decided nevertheless to apply their 
own hand at helping that day 
arrive as soon as possible — with 
or without the aid of NAB. 

A few minutes after the windup | 
of an NAB FM panel in which} 
speakers generally waved the go- | 
ahead flag for this new type of 
radio broadcasting, 60-odd mem- 
bers of FM Broadcasters, Inc., 
which last year voted a one-year 
trial “merger” with NAB, as- 
sembled and voted to dissolve 
FMBI. The vote was 45 to 8. 

It was quickly evident, however, 


that this action in no way indi-, stations to present a united FM|study of commercial FM station 


cated a feeling that predominately 
-AM NAB would promote FM to 
the satisfaction of many of fre- 
quency modulation’s exponents. 
When FMBI’s death knell had| 
been sounded, more than 40 of 
the FMers kept their seats. In an 
informal pow-wow that ensued, 
the nucleus of a new FM organ- 
ization took form. 
Has New Purpose 

“Perhaps it is just as well that 
the last nail has been driven into 
the coffin of FMBI,” said Roy Hof- 
heintz of KTRH-FM, Houston, 
Tex. The FMers named Mr. Hof- 
heintz head of a “steering com- 
mittee” of 10 from the group to 
draft by-laws for a new organiza- 
tion before the end of the year. 
No name was immediately given 
the project, but by general assent 
the organization will be restricted 
to the people with “a legitimate 
interest” in FM and will exist 
solely for the promotion and de- 
velopment of FM. 

FMBI was founded in 1940 by 
representatives of 20 pioneer FM 


FORWARD MARCH with @& 
THIS RISING MARKET! 


WORLD WAR II READER 
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Present Readers from 


WORLD WAR | 
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*New rates effective March, 1947 
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OIN UP”’ with Foreign Service 
and you march with a rising 
market! 

What other man’s magazine puts 
your advertising in line with so many 
youthful buyers—your best market 
for a quarter-century to come! 
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Readership follows leadership! 
The V.F.W. leads the way for con- 
structive, aggressive action on im- 
portant veteran problems. The 
progress of this leadership is accu- 
rately reported in each issue of 
Foreign Service. 


LICATION 


FOREIGN WARS 


DAN B. JESSE, JR. & ASSOCIATES, INC. » Advertising Directors » 10 EAST 43rd STREET, NEW YORK 17, N.Y. 
Midwest Representative: Raymond J. Ryan, 203 North Wabash Ave., Chicago, Illinois 


front at FCC hearings. Last year’s 
“temporary” merger with NAB 
grew out of pressure from NAB 
for a single, all-embracing trade 
organization representing all 
broadcasting. FMBI retained its 
corporate identity, but became part 
of NAB’s FM department headed 
by Walter Damm of WTMJ-FM, 
Milwaukee, FMBI’s president. 

Participants in the movement to 
create a new FM group following 
FMBI’s demise include Wayne 
Coy, FMBI vice-president and head 
of WINX-FM, Washington, D. C., 
and Gordon Gray, WSJS and 
WMIT, Winston-Salem, N. C., a 
member of NAB’s FM department. 


Given Adequate Voice 
NAB, for its part, feels it is giv- 
ing FM interests adequate repre- 
sentation, A. D. “Jess” Willard Jr., 
executive vice-president, told the 
convention panel on FM. “There 
is not a single committee of NAB 
that doesn’t have NAB representa- 
tion,’ he said, ‘and we can see no 
necessity or reason for a director- 
ate for FM.” 

NAB right now is making a 


operation, Mr. Willard reported, 
adding, however, that “the best 
thing NAB can do to help promote 
FM is to assist in removing the 
music restriction on FM.” At this 
moment NAB “is working as dili- 
gently as possible to gird itself” 
for an inevitable showdown with 
James C. Petrillo’s AFM over the 
ban on live music on FM stations, 
he said. 

As for the receiver production 
question, Dr. W. R. G. Baker, vice- 
president of General Electric and 
engineering committee chairman 
of the Radio Manufacturers As- 
sociation, informed the panel audi- 
ence that 79,000 FM sets had been 
produced this year as of Sept. 13, 
as against 6 million AM table 
models and 400,000 AM consoles, 
and that it “looks like” the year’s 
total will reach 350,000 to 400,000 
FM receivers. His “personal esti- 
mate” was that “a minimum of 
30% of all sets manufactured” will 
have FM by the fourth quarter of 
1947. 

Maj. Edwin H. Armstrong, in- 
ventor of FM, decried “unsound 
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restrictions and artificially created 
shortages” which have stymied 
frequency modulation’s growth, 
but happily reported that “the FM 
revolution has reached the ends of 
the earth, with stations on the air 
in Australia, South America, South 
Africa, Europe and Canada.” 

FCC Head Answers Questions 

Acting FCC Chairman Charles 
R. Denny Jr., in answer to panel 
questions, said the commission 
“has no thought” of reinstating the 
policy of requiring unduplicated 
air time for FM stations or of re- 
turning FM to the lower fre- 
quency band. The FCC “regards 
the 88-108 megacycle band as 
final,” he declared, and “receiver 
manufacturers may go ahead with- 
out fear’ of a change. 

“So long as there are available 
frequencies and qualified appli- 
cants, FCC will continue to make 
station grants,” Mr. Denny an- 
nounced in answer’ to another 
question. He felt that the FCC is 
giving “reasonable service” to ap- 
plicants—in fact, in the case of 
FM, is “way ahead of the receiver 
manufacturers.” 


Four and a half million tourists 


spent a billion dollars in Florida 
last year and more are coming 
this year. 


These fun-loving vacationists are 
eager to travel, to enjoy Florida's 
unsurpassed tropic wonderland, 

and to buy your products. 


This year, as never before, YOUR 
ADVERTISING | will 
greater, richer audience through 

g The Miami Herald, the dominat- 
| - ing sales force in Florida. 


) P She Miami Herald 


National Representatives 


STORY, BROOKS & FINLEY 


a 


“GREATER MIAMI — AN INTERNATIONAL MARKET” 


reach a 


Pacific Coast: Ren Averill Company, 427 W. Fifth Street, Los Angeles 13, California 
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5 Advertising Age, October 28, 1946 47 
A | oe (24.9) into second place,|Our Gal Sunday............. 5.7|Mutual Appoints Two Two Name Tracy, Kent 
1, pc ag poset +l a — = Bill.............. My _Leo Fremont, formerly promo-| Tracy, Kent & Co., New York, 
I 15 nighttime ratings were: Pepper Young’ Peat Bae Noe ce 55 tion director of Station KBIZ, Ot- has been appointed to handle the 
ft Challe Maturth — ppe gs » ‘?/tumwa, Ia., has joined the sales | advertising cf Dr. J. F. True & Co., 
Jack Benny nese 210\Gets Cleaner Ac Sago office of Mutual Broadcasting | ruc’ Hit and other drug ‘prod 
EME TLE e CCR ee e cago o re) r rod- 
h Walter Winchell* ........... 20.9 |* ets eaner Account chee. Marie Gunderson has|ucts, and Taylor - Reed Cocnaehe 
Screen Guild Players......... 20.0 wn tee won oe, joined the station relations de-|tion, Mamaroneck, N. Y., for its 
Radio Theater TN ens as ae 69\ coe ot ‘Brown gp Bae ¢ in, partment. new product, Q-T corn muffin mix. 
1S Amos ’n’ Andy.............. 17.7 | Philadelphia, has appointed Doyle, 
2] TS TCE Teer 17.2| Kitchen & McCormick, New York, 
n See MONO Mi Sid eeoae ave 16.5 | to handle the advertising of Brown 
e | |Mr. District Attorney........ 16.1 | Laboratories’ Lem - O - Pine, cold 
d ft gk eee 15.4| water textile and fine fabric 
am ' |George Burns and Gracie cleaner. 
a rere ree 15.1 ae 5 
" IT'S A GIFT—This leatherette rewuse ee rrr eee 15.0} Promotes New Shoe Line 
1S os sage Mw a : *Includes second broadcast to Pa- D. Myers & Sons, Baltimore, 
| Rachie pabee pomtece So, I; | cite. Const “© 7 | through Theodore A; Newhoft Ad. 
” Donniford, Balalaika, Brush Creek, Lon- The top ten weekday programs ane stem Base tng MBs anata 
don Dock and O'Gorman's mixture. | 2nd their Hooperatings were: to promote Tailored Tred French 
e Designed for the Christmas trade, it is | When a Girl Marries........ 7.3 | wroderns a new line of popular 
l= distributed through tobacconists, se- Portia Faces Life............ 6.4| priced women’s shoes. 
e lected department stores and leading |Lorenzo Jones .............. 6.4 piensa ae 
- men's shops coast to coast. Ma Perkins (CBS).......... 6.3] Names W. M. Storey 
r Kate Smith Speaks.......... 6.2 ego ae 
3 . Young Widder Brown.. 6.2 W. M. Storey Advertising, Jack- 
Breakfast in Holl ae peas son, Miss, has been appointed to 
oopera ings ove — os Sere handle the transportation adver- 
f (Kellogg) .......-.--.005. 6.1) tising of Pensacola Transitfleet, 
r U 5 h ‘ Front Page Farrell........... 5.8 | effective Nov. 1. 
NEw York—Sponsors’ concern 
with low listening ratings for net- 
work shows were eased somewhat, 
but not entirely, by release of the 
Oct. 15 ratings by C. E. Hooper, 
Inc. 
Hooperatings for this period— 
for the first time in several months 
—gave indications of returning to 
“normal” levels, with the average 
evening rating being 9.1, up 1.7 
over the previous report, and up 


- 


m, 


0.2 from a year ago. The average 
daytime rating, now running at 
4.1, is up 0.4 from the last report, | 
but still 0.2 below a year ago. 

Sets in use still showed a modest | 
downtrend compared with last. 
year, The Oct. 15 report showed | 
average evening sets in use at 
28.2, up 4.5 from the last report, | 
but down 0.3 from a year ago.) 
Average daytime sets in use was! 
16.0, up 1.3 from the last report | 
but down 1.1 from a year ago.) 
Average available homes (night) | 
were clocked at 77.6, up 1.4 from | 
the previous report and up 0.2. 
from last year, while average. 
available homes (day) were 70.2, | 
down 1.1 from the last report, | 
and down 0.6 from a year ago. 


Fred Allen at Top 


Fred Allen moved into first 
place for the period, with a rating 
of 25.6, pushing Fibber McGee and 


— MAKES RETOUCHING A CINCH! ~ 


A PREPARED FRISKET PAPER 


always ready for instant use 


E-Z Frisket comes to you prepared with 
the adhesive already on the back. You 


a 


WFBR-Baltimore’s one living, 
breathing radio station—Radio 


simply peel off the protective backing and 


City in replica. 


it's ready for use. No mess . . . no rubber 
| cement. . no waiting no guesswork. | 
Desk Roll: 24 in. x 5 yds. ‘$3.00 
10.00 


"aes Roll: 24 in. x 20 yds. 
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Arras 
rTwuR Brown « sro., Inc. 
67 West 44th St., New York 18, N. Y. 


At your local dealer 
or order direct from 


* NATIONAL REPRESENTATIVE— JOHN BLAIR & CO. 


MEMBER— AMERICAN BROADCASTING CO. 
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48 
Joins Nash-Kelvinator 


Herman Everhardus, recently re- 
leased from the Army air forces, 
has been appointed assistant di- 
rector of industrial relations of 
—o Corporation, De- 
trol 


Buys Out Competitors 

L. G. Balfour Company, Attle- 
boro, Mass., manufacturer of fra- 
ternity pins, insignia, trophies and 


leather goods, has purchased J. F. 
Newman Company, New York, 
manufacturer of fraternity jew- 
elry, and Edwards Haldeman Com- 
pany, Detroit, distributor of fra- 
ternity and educational insignia. 


Laundry Names Ellis 


Stork Laundry & Diaper Serv- 
ice, Buffalo, has appointed Ellis 
Advertising Company, Buffalo, to 
handle its advertising for 1947. 


MORE ADVERTISERS 
USE MORE SPACE 
IN 
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ABC DIRECTORS—Affairs of the Audit Bureau of Circulations are directed by these board members, who attended the 
annual parley in Chicago Oct. 17. Seated, left to right, F. W. Stone, Parents’ Magazine, New York; Ralph Starr Butler, 
General Foods Corp., New York; Phillips Wyman, McCall Corp., New York; H. H. Kynett, Aitkin-Kynett Co., Philadelphia; 
P. L. Thomson, Western Electric Co., New York, ABC president; E. Ross Gamble, Leo Burnett Co., Chicago; Fred Bohen, 
Successful Farming, Des Moines; G. R. Schaeffer, Marshall Field & Co., Chicago; Howard Ehrlich, McGraw-Hill Publish- 
ing Co., New York; James N. Shryock, ABC managing director, and H. H. Rimmer, Canadian General Electric Co., Toronto. 
Standing, W. F. Hoffmann, ABC assistant managing director; Verne E. Joy, Sentinel, Centralia, Ill.; D. D. Richards, Sears, 
Roebuck & Co., Chicago; W. J. J. Butler, Globe and Mail, Toronto; Charles E. Sweet, Capper Publications, Topeka; E. R. 
Hatton, Detroit Free Press; Kingsley L. Rice, Technical Publishing Co., Chicago; W. F. Lucey, Eagle and Tribune, Lawrence, 
Mass.; Frank S. Newell, State Journal, Frankfort, Ky.; Vernon D. Beatty, Swift & Co., Chicago; W. A. Hart, E. |. DuPont de 


THAN IN ANY OTHER 
OUTDOOR MAGAZINE 


Nemours & Co., Wilmington, and Joseph Scott, ABC counsel. 


ous 
pr 
Armed F'orces 


Hugh W. MacLean Jr. (Navy) 
has been named office manager of 
the Chicago office of Needham, 
Louis & Brorby. 

Norman C. Parkin (Navy) has 
joined the marketing division of 
Rogers & Slade, management con- 
sultant, New York. 

G. A. Shallberg Jr. (Army) has 
returned as advertising manager 
for Borg-Warner’ Corporation, 
Chicago. 

Carl D. McWade (Army) has 


been named advertising and sales 
promotion manager for Cardwell 
Mfg. Company, Wichita, Kan. 

R. G. Tufts (RCAF) has joined 
the radio department of William 
R. Orr & Co., Toronto. ‘ 

J. Richard Schmit (Army) has 
joined the creative-contact staff of 
Fuller & Smith & Ross, Cleveland. 

Bernard Fischer (Army) has 
joined the J. Ossola Company, 
New York importer and exporter 
of food products, as director of 
promotion and advertising. 

Charles A. Jeanson DTI (Navy) 
has been appointed western sales 
manager of the Lumite division of 
Chicopee Mfg. Corporation, New 
York. 

Arthur E. Jones Jr. (Army) has 
rejoined the outdoor medium de- 


partment of Young & Rubicam, 
New York. 

William W. Peterson (Army) 
has joined the public relations de- 
partment of the Los Angeles Times 
as assistant to the director. 

Erwin G. Harris (Army) has 
been named advertising and pro- 
motion manager of the Mastro 
Plastics Corporation, New York. 

Richard Neely has returned to 
the San Francisco office of Young 
& Rubicam. 

Ronald C. Bradley (Navy) has 
joined Doherty, Clifford & Shen- 
field, New York, as an assistant 
account executive. 

J. Porter Reilly (Army) has 
been named media director of 
Madison Advertising Company, 
New York. 


-- 


/ The uncharitables have it that idea men are native to the posture 
/ recumbent. Idea men of course will tell you such notions are a subject 
/ for contempt. Confidentially, we suspect that idea merchants are 
really awake most of the time, and alert for suggestions that may help 
/ plan better campaigns. 
/ It often happens that idea-spawners are in a spot to recommend new 
/ and better advertising claims through product improvement. 
Particularly, those who handle food accounts and copy in which 
vitamin fortification may be an important sales factor—which is 
where information regarding DPI vitamin concentrates comes in. 


DPI, you may recall, pioneered commercial development of molecular 
distillation in high vacuum. This process has been used to make 
available two superior vitamin concentrates: Distilled Vitamin A Esters 

and Distilled Natural Mixed Tocopherols (Vitamin E). Each are “only” 
products of their kind; each are remarkably stable, bland and 
uniform in potency. 
Detailed information about these two products may give you some 
ideas for copy claims or product improvements and lead the way to 
better sales. So, for skilled help or information regarding vitamins A 
or E, or for skilled technical aid, don’t hesitate to drop us an inquiry. 


DISTILLATION PRODUCTS, INC. 


755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 
570 LEXINGTON AVE., NEW YORK 22, N.Y. * 135 SOUTH LASALLE ST., CHICAGO 3, ILL. 
PITTS & LOUGHLIN, LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 
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Department Store 
Sales Gain 15% 


WASHINGTON—Department store 
sales for the week ending Oct. 12 
averaged 15% greater throughout 
the U. S. than in the same week a 
year ago, the Federal Reserve 
Board reports. The gain was the 
same as for the previous week, re- 
vised figures show. 

Still affected by the trucking 
strike, sales in New York were 9% 
and in Newark 5% below the cor- 
responding 1945 week, and the 
New York (second) reserve dis- 
trict stores averaged 4% below a 
year ago. Despite the power strike, 
sales in Pittsburgh were 24% 
greater than a year ago. 

Syracuse and Denver, with a 
40% gain, reported highest year- 
to-year increases among Cities. 
The San Francisco (12th) district 
had the highest percentage of gain, 
reported at 27% over the cor- 
responding °45 week. 

The board reported the follow- 
ing percentage of increases and 
decreases in department store sales 
from a year ago: 


Week Ending 
Federal Reserve Sept. Oct. Oct. 


district and city 28 5 12 
UNITED STATES .. 23 15 15 
Boston District .... 40 20 11 
New Haven ...... 33 28 17 
PE. oe doit 0 44 21 14 
Springfield ...... 33 12 0 
Providence ...... 21 12 2 
New York District... 12 1 a 
INOWATE 66 sciess 20 5 —5 
ME i vikiei d06 0s 21 22 10 
WOW TOPE .ccecrs 6 4H —9 
Rochester ....... 41 31 15 
og. 38 26 40 
Philadelphia District 35 18 18 
Philadelphia ..... 25 14 17 
Cleveland District.. 0 —16 16 
peer 40 21 9 
GINGINMMTL oes ccs 37 26 12 
CHOVGIBNG 6.6.000% 27 22 13 
COIUMMBUS icsiccs 32 13 5 
eerie 26 23 12 
Pittsburgh ..... —71 —98 24 
Richmond District.. 19 18 0 
Washington ..... 17 12 —7 
pe i) 21 23 7 
Atlanta District ... 33 29 17 
Birmingham ..... 27 12 14 
errr ree 40 » 20 
pS) eee 33 19 29 
New Orleans .... 33 35 9 
i es rn 41 * 19 
Chicago District.... 28 24 21 
GSOMMO ccseccsss 23 21 20 
Indianapolis ..... 21 21 14 
eee 35 25 16 
Milwaukee ...... 38 27 36 
St. Louis District... 32 23 17 
Little Rock ...... 25 24 13 
BPOGIBVINIS oi sics 41 20 22 
es BIOUEE ode ceca. 28 20 16 
Po are 42 32 16 
Minneapolis District 
Minneapolis ..... 
ee, PPP ree (Not available) 


Duluth-Superior.. 
Kansas City District 26 16 24 


i ag Serer ee 30 22 40 
Lo. 20 15 22 
Kansas City ..... 25 16 16 
ae) 4 —5 8 
Oklahoma City... 37 6 13 
i Peres 35 19 20 
Dallas District ..... 32 22 20 
| rere ee 32 22 15 
Port Worth... .... 38 16 21 
REOUBGON 6.6606 605 36 20 * 
San Antonio ..... 28 24 18 


San Francisco Dist.. 26 37 27 


S 
NY 


Z 
Z 
Zz 
Z 
Z 


» 


When you think ef mailing-tiste— 
think of GUILD 
76 NINTH AVENUE 
NEW YORK 11, N. Y. 
Chicago Office, 7 So. Dearborn St. 


Los Angeles Area 25 41 24 


CORIO. 6 5.6 55:04 5 33 27 24 
San Francisco ... 29 23 17 
POCURRE cictscncs 8 36 34 
Salt Lake City... 30 33 38 


ol err rrr re 27 33 31 


*Data not available. 


Joins Funkhouser 


Malcolm MacPherson, formerly 
with Benjamin Eshelman Com- 
pany, Philadelphia, has been ap- 
pointed account executive in the 
Baltimore office of Justin Funk- 
houser & Associates. 


To Keelor & Stites 


Physicians Supply Company, 
Cincinnati, manufacturer of Physi- 
cians’ & Surgeons’ soap, has named 
Keelor & Stites Company, Cincin- 
nati, to handle its advertising. 
Newspapers and direct mail will 
be used. 


Appoints Paris & Peart 


Paris & Peart, New York, has 
been named to handle the adver- 
tising of Aspergren Mfg. Com- 
pany, maker of Aspen Drive-All, 
mechanical equipment and special 
machinery. 


* 516,298 Executive 
” ealigaes 
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So use all four 
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Nation’s Business 


ALONE IS NOW READ BY 
HALF OF THE MILLION 
WHO BUY IN BILLIONS! 


NWA 


‘Over a Quarter- 


Sy iain Lee" 


inthe De 


And the Times-Picayune New Orleans States Colorgravure 
Magazine blankets this growing postwar market at every buy- 
ing level. 32 or more pages in full color, spot color, duotone 
and monotone are read every Sunday in 9 out of 10 New Orleans 
homes, plus 100 thousand trade territory homes. 


It’s a natural! 


Write direct or to our representative for full details. 


The Times-Picayune 


New Or.eEAns STATES 


Representative: JANN & KELLEY, INC. 


NEW YORK ® CHICAGO ® ATLANTA © SAN FRANCISCO 


ABC Publisher Statement 3 months 
ending March 31, 1946. 


“NEW ORLEANS TODAY LEADS THE DEEP 
SOUTH IN BUYING POWER, IN RETAIL 
SALES, IN WHOLESALE SALES. These figures are 


from Sales Management’s latest Survey of Buying Power. 


South's No. 1 Market 


Xo 
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Fax Won't Replace 
Daily Newspapers, 
NAB Meeting Told 


Will Help, Instead, 
to 'Sample' Them, 
and Supplement FM 


Cuicaco—“Facsimile will never 
replace newspapers,” Elliott 
Crooks, director of Newspaper 
Publishers Facsimile Service of 
Radio Inventions, Inc., emphasized 
before a facsimile meeting at the 
annual convention of National As- 
sociation of Broadcasters here 
Oct. 21. 

Instead, Mr. Crooks and other 
speakers said, facsimile will be 
used largely to “sample” and 
otherwise promote newspapers, 
which probably will be the prin- 


cipal user of this new medium. 

He visualized that four - page 
“fax” editions, requiring 15 min- 
utes to transmit, soon would reach 
receivers a half-dozen times daily: 
Early morning news; noontime 
news roundup, with market re- 
ports for farmers; mid-afternoon 
stock market closing quotations; 
late afternoon features of interest 
largely to children; early evening 
“sports cleanup,” and evening 
news roundup. 


New Concept of News 


Advertising in the noontime edi- 
tion would be especially effective 
in reaching women in the home at 
their “less busy” times, he said. 

Facsimile newspapers, Mr. 
Crooks pointed out, will require “a 
new concept of news treatment.” 
For example, “they won’t need 
headlines.” Existing stations need 
only add a facsimile editor to 
handle their wire reports and a 
couple of local reporters. The As- 
sociated Press has agreed to sell 
news to “facsimile publishers,” 
and other press associations are 


expected to follow. Feature serv- 
ices will develop special features 
for them. International Business 
Machines offers them a right-hand 
marginal spacer. 

Pictures could be transmitted in 
newspaper offices direct from wire 
recorders to home recorders. Di- 
rect fax coverage could be pro- 
vided for sports and other events. 


Replace the Phonograph? 


John V. L. Hogan, president of 
Radio Inventions, Inc., and presi- 
dent of Stations WQXR and 
WQXQ (FM), owned by the New 
York Times, said that “no one 
knows when facsimile receivers 
will be available for home use.” 
Capt. W. G. H. Finch, president of 
Finch Telecommunications, Inc., 
pointed out, however, that the FCC 
has authorized fax operation over 
FM facilities, although the problem 
of reception of facsimile on FM 
receivers is still to be solved. Fac- 
simile receivers, he believed, 
would cost less than $300. 

The fax receiver, Mr. Hogan ex- 
plained, probably would replace 


Fustest with 
the Mostest 


Printed on high-speed newspaper presses, The Weekly 
Kansas City Star beats the old-type farm magazines by 
weeks with important agricultural information. 


When price ceilings change, when they come off or go 
back on, when transportation problems arise, when mar- 
kets are glutted or neglected—the farmer wants the facts, 
wants them straight and wants them right away. 


This is exactly what he gets in The Weekly Kansas City 
Star. It’s why The Weekly Kansas City Star doesn’t need 
premiums, clubbing offers or other inducements to main- 
tain a circulation of more than 400,000 subscribers. 


Ask your advertising agent 


if any other farm paper 
covers the rural Midwest 


so thoroughly, so cheaply. 


—« Che Weekly Kansas City Star. 


409,338 Paid-in-Advance Subscribers 


the phonograph part of FM radio- 
phonograph combinations. 

FM Station WQXQ is now op- 
erating from 5 p.m. until midnight, 
and may soon operate from 3 p.m. 
to midnight. “That,” Mr. Hogan 
said, “would leave the morning 
and early afternoon hours avail- 
able for fax. We plan to run a 
regular schedule of fax during 
these ‘non-sound’ hours. We hope 
later to transmit both FM sound 
and fax from the same station at 
the same time. . . The New York 
Times believes that fax can be 
made a promotion weapon for 
both our AM and FM stations. 

“A broadcaster needs only $10,- 
000 to get started with a fax trans- 
mitter, designed to fit FM stand- 
ard equipment.” 


Has Started Production 


James McQueen of General 
Electric Company, speaking for 
Philip G. Caldwell, sales manager 
of G-E’s television and facsimile 
department, who was ill, an- 
nounced that production of fac- 
simile transmitters has started at 
the company’s plant in Syracuse. 

Capt. Finch, chairman of the 
facsimile committee of the Radio 
Manufacturers Association, said 
that 40 words a minute can now 
be broadcast, as against 26 words 
a minute before the war, and that 
a volume of 88 words a minute is 
now experimentally possible, de- 
pending among other things on the 
receiving equipment and the paper 
used. 


Plan Standardization 


The facsimile newspaper will be 
“standardized,” he added, at four 
columns wide on an 8% x 11-inch 
page and 105-line delineation, so 
that all manufacturers can work 
together. The cost of paper used 
is now being reduced. 

Capt. Finch stressed the impor- 
tance of the facsimile “program,” 
and of maintaining balance be- 
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tween advertising and editorial 
material. 

The “program possibilities,” he 
said, “are practically unlimited... 
children’s programs, for example, 
could include picture cutouts. 

“Facsimile is ideally suited for 
paid advertising of various prod- 
ucts,” because “one picture is 
worth 10,000 words.” 

Mr. McQueen described and 
showed diagrams of compact trans- 
mitting equipment being developed 
by G-E, which would fit into a 
9 x 5-foot area in the control room 
of an FM station. This includes 
two scanning units, two scanning 
amplifiers, a monitor recorder and 
test recorder. The scanner moves 
back and forth across the copy 
and a light cell picks it up. The 
eight-inch-wide sheet is broadcast 
at the rate of 3.4 inches a minute. 
A 400-foot roll of paper is used. 


Powell Appoints Grant 


Austin T. Grant, news com- 
mentator for Station WWJ, De- 
troit, has been appointed vice- 
president of Powell Advertising, 
Detroit company specializing in 
radio advertising. Mr. Grant will 
be in charge of production, talent 
and packaged program depart- 
ments and will serve as account 
executive. He will also continue 
his news broadcasting over Station 
WXYZ, Detroit. 


Gift Show Date Set 


The Pacific Northwest Gift, Toy 
and Housewares Show will be held 
in Seattle Feb. 23-27 at the Olym- 
pic and New ‘Washington Hotels 
and the Terminal Sales building. 
The show will be co-sponsored by 
the Seattle Chamber of Commerce 
and the Western Merchandise Ex- 
hibitors Association. 


Joins Standard Brands 


Benjamin Bigelow has joined the 
agricultural department of Stand- 
ard Brands, New York, as sales 
service manager. 


INDUSTRIAL 
LONG BEACH 
CALIFORNIA.. 


Long Beach, focal point for national industrial expansion! ... Long 


Beach,* the most prosperous major city in the nation! . .. Long Beach, 


California, with its oil, its harbor, its aviation, its tourists, its new basic 


industries, is truly a Marketing Must! 


And the Press-Telegram, with circulation records constantly reach- 


ing new peaks, commands the attention and respect of this city’s hard- 


working, buying citizens. A winning combination on a big scale! 


a = 


Fhito-lelegram 


*Sales Management's 1946 Survey of Buying Power 


i [==) Press-Telegram (=) 
ABALANCED NEWSPAPER 
INA BALANCED MARKET’ 


REPRESENTED NATIONALLY BY WILLIAMS, LAWRENCE & CRESMER 


Los Angeles - San Francisco - 


Detroit - Chicago - New York 
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The Kimberly-Clark Corpora- 
tion, giant paper manufacturing 
company whose activities during 
the war carried it into many new 
fields, such as plastics, is men- 
tioned as a possibility for the 
management of a new newsprint 
mill which southern newspaper 
publishers are promoting. K-C 
dropped completely out of the 
newspaper picture several years 
ago when it abandoned the manu- 
facture of rotogravure paper, 
which it had promoted spectacu- 
larly for many years through pio- 
neering Gallup studies of Sunday 
newspaper readership. If it should 
decide to reenter this field, it 
would be to some extent a re- 
versal of established policy. 


* * * 


Frenchmen this month are get- 
ting a taste of postwar American 
business practice when at the 
Salon de L’Auto, French auto 
makers will exhibit their cars but 
refuse to take any orders. More 
than 700 exhibitors will invite vis- 
itors to look but not to touch. 
Czechoslovakia will be the only 
non-French exhibitor, with the 
Skoda. 

* * * 

Coca-Cola Company, busily en- 
gaged in “holding the franchise” 
for its trademarks by getting 
everyone to spell not only Coca- 
Cola but Coke with a capital C, 
reports that there are now about 
200 “cola” companies and that al- 
most 1,000 such companies have 
been launched in the 60 years 
since C-C was founded. 

* * * 


The London News of the World 
believes that it has set a world’s 
record for circulation in the Sun- 
day newspaper field with present 


Sunday circulation figured at 
about 7,250,000 per issue. 

ok * * 
By invitation, Standard Oil 


Company of Indiana is now listen- 
ing to agency solicitations on a 
public relations campaign, indi- 
cating that McCann-Erickson, the 
company’s agency, will probably 
not handle this activity. The move 
emphasizes the fact that although 
Mc-E has been regarded for many 
years as “the” Standard Oil 
agency, the business is now placed 
through other channels in some 
cases. Standard Oil of California 
uses BBDO, Socony-Vacuum has 
Compton, Standard Oil of Ken- 
tucky places its business through 
Burton E. Wyatt & Co., Stand- 
ard Oil of Texas uses Mithoff & 
White. While Mc-E has Standard 
Oil of Indiana, Standard Oil of 
New Jersey, Esso Marketers, 
Standard Oil of Ohio and Stand- 
ard Oil of Pennsylvania, Marschalk 
& Pratt places radio advertising 
for both Esso Marketers and 
Standard Oil of Pennsylvania. In- 
creasing competition among the 


Write for Folder 


“Facts About the Men Who 
Handle America’s Foreign 


20 Vesey Street 
New York 7, N. Y. 


various SO units may explain the 
trend. 
* SS * 


Western Union Telegraph Com- 
pany, which last fall finally started 


its first consistent advertising 
campaign, has kept at it con- 
sistently, through J. Walter 


Thompson Company, despite con- 
siderable hell and high water. 
Due to the communications work- 
ers’ strike of last spring and the 
retroactive pay agreement which 
followed, Western Union had a 
loss of $9,278,000 in the first eight 
months of this year as compared 
with a net income of $1,941,000 in 
the parallel period of 1945. 


* * & 


Look for a report by American 
Broadcasting Company which will 
soon reveal ABC’s expenses and 
income on television during the 
first nine months of 1946. 


51 


alk about'AGE Groups’ 


All age groups are reached on WSBT. People here who 


are 50 years old started listening to this station when they 
were 25. Those who are 25 or younger had their birth 
announced over this station. South Bend people have grown 


up with WSBT. They love it. A terrific “Hooper” proves it. 


960 KILOCYCLES 


1000 WATTS 


COLUMBIA NETWORK 


SOUTH BEND 


Paul H. Raymer Co., National Representatives 


CONCENTRATE ON PARENTS 
They buy the Most! 


9 
PAREN TS MAGAZINE is the only magazine 


with all-parent readership in 
975,000 homes with more than 
two million children ! 


TRE PARENTS’ INSTITUTE, INC. + 52 VANDERBILT AVE., NEW YORK 17, HY. » BOSTON » CHICAGO » ATLANTA + SAM FRANCISCO 

PARENTS’ MAGAZINE te BABY CARE MANUAL xe YOUR NEW BABY ye SCHOOL MANAGEMENT 
The Parents’ Junior Quality Group: CALLING ALL GIRLS x CALLING ALL BOYS %& CALLING ALL KIDS 
POLLY PIGTAILS xe SWEET SIXTEEN % AVIATION ADVENTURES AND MODEL BUILDING a SPORT STARS 
TRUE COMICS te REAL HEROES & FUNNY BOOK © 
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Five Years Back 


.-.and The Success Steps that led to 


TODAY’S NEW MEDIUM! 


Editorialized Advertising Columns 


Mw 
HIGH READERSHIP COPY 


In September, 1941, Nancy Sasser blended together the ingre- 
dients that have made syndicated newspaper columnists popular 
with the American people... and applied them to NATIONAL 
ADVERTISING! 


@ Placing a personal By-Line on her BUY-LINES column, she 
began reporting to women on Nationally Advertised Products which she pre-viewed 


at their factory sources. 


@ Leading advertising agencies and manufacturers studied the national platform of 
BUY-LINES prestige newspapers from which Nancy spoke to women from coast to 
coast and observed the success of her weekly conversation with women readers. The 
list of sponsors grew and grew, and in 1945, a total of 64 Nationally Advertised Prod- 


ucts were featured in her Sunday Column. 


_ Sunday in 60 Leading Newspapers 

TO D AY ' BUY-LINES - by Nancy Sasser on Women’s and Society Pages 
Pe Se 14,000,000 Circulation 

In September, 1945 ... Phil Sasser was separated from the army 


... joined his sister and began BUY-LINES for MEN ONLY...a 


quick-to-read, information-packed and cartoon-illustrated BUY- 


LINES column. Readership surveys and write-in tests have proved 


: } 


BUY-LINES COPY IS. 


this column successful in selling products men buy for themselves. 


7% Man Only 
LINES « by Phil Sasser 


m, 


Ww 


Sundays in 60 Leading Newspapers 
on Sports Pages 
14,000,000 Circulation 


BUY: 
m 


ly 4 Weebly Sponsored Column of Things Advertined ond Interesting. 


In May, 1946, the growing list of products advertised as BUY-LINES created the 
demand for a third BUY-LINES column ... the ‘“Housewife’s Special”. . . designed 
specifically for women readers who follow their newspapers for new recipes and news 


of new Foods and Household products. 


mete ee peat In 73 Thursday and Friday Newspapers 
TO DA Y i & - on Food and Grocery Pages 


13,000,000 Circulation 


REASON WHY PRODUCTS ADVERTISED AS BUY-LINES 
BECOME HOUSEHOLD “BUY”-WORD SsoaEEEEEEEEE> 


For full information write to 


BUY-LINES — 


271 Madison Ave., New York 16, N. Y. 235 Montgomery St., San Francisco 4, Cal. 
360 N. Michigan Ave., Chicago 1, Ill. 411 W. Fifth St., Los Angeles 13, Cal. 
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lhe Creative Uans Cormer’ 


The advertisement reproduced here to- 
day is interesting not so much for its 
tricks of layout or for its simulation of 
the editorial format of the magazine in 
which it appears (Life, Oct. 21) as for 
some very unusual copy. 

The formal advertising at left and right 
is strictly traditional—down to the corny 
box at left. But the columns in the mid- 
dle are something else again: 

“One sultry August day in 1944 word- 
conscious Samuel Goldwyn was reading 
a news magazine, alert for words that 
would somehow suggest his next movie 

. his thoughts jumped forward to his 
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country’s future when a picture, spread 
across one of the magazine’s pages, caught 
his sharp eye. Out of the windows of a 
travel-soiled Pullman car stuck eleven 
pairs of khaki-clad shoulders, eleven 
faces, some smiling, some seemingly be- 
wildered, some almost grimly expectant. 
Below the window was chalked two 
words: ‘Home Again!!’ 

“This was it. 

“Producer Goldwyn’s hand reached out 
for the phone. ‘Get me MacKinlay Kan- 
tor—no, not Eddie—MacKinlay Kantor, 
the writer. He’s in Palm Beach.’ 

“In a week the writer was in Holly- 
wood hard at work on the story the pro- 
ducer has suggested to him and hired him 
to do. The result: ‘Glory For Me,’ pub- 
lished as a novel by Coward-McCann and 
circulated as the choice of the Literary 
Guild. 

“Still there was no screenplay. So Mr. 


_ Goldwyn had the telephone to his ear 
_ again, talking long distance to New York 


6 te tie 


You Ought to Know . 


While others are busily trying to find 


_ whence came atomic power, what’s the 
_ course of the national economy and other 


interesting 


ee 


Facer sali as BA + 


informational items, Robert 
B. Barton is equally occupied in deter- 
mining the source of 
good advertising men. 

For Mr. Barton, to 
the delight of newcom- 
ers in “the advertising 
game,” is firmly con- 
vinced that training in 
the field should reflect 
itself in the size of pay 
checks. 

A good part of this 
interest is due to the 
fact that Bob Barton 
: entered the advertis- 
ing agency business through what he calls 
“the back door.” Which, he says, means 


R. B. Barton 


_that he had no training in the sense that 


younger advertising men are trained to- 


day. 
Over a period of years, Mr. Barton has 


developed an amazing and sometimes dis- 


‘concerting interest in just what colleges 


BEST thing thal ever LIVING 
happened... and 
1 DY ING 


with Pulitzer Prizewinning Playwright 
Robert Emmet Sherwood ... In short 
order, Mr. Sherwood was in Hollywood, 
at work on the screenplay in Mr. Gold- 
wyn’s own home. 

“Next, Mr. Goldwyn assigned the man 
to translate the words to the screen: Di- 
rector William Wyler, Academy Award 
winner for ‘Mrs. Miniver,’ director of 
‘Dodsworth,’ ‘Dead End,’ ‘Wuthering 
Heights,’ ‘The Little Foxes’ and a score 
of others .. . Just out of the lieutenant 
colonel’s uniform he wore in the AAF 
where he continued his string of out- 
standing films with ‘Memphis Belle’ and 


and tt happens to pou th 
‘THE BEST 
YEARS 
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‘Thunderbolt,’ Director Wyler caught the 
excitement, immediately set his heart to 
putting the idea onto film. 

“Meanwhile the producer and the di- 
rector considered other principals vital 
to the screen translation of Sherwood’s 
script from Kantor’s novel from Gold- 
wyn’s idea . . . And soon, Myrna Loy, 
Fredric March, Dana Andrews, Teresa 
Wright, Hoagy Carmichael and Goldwyn’s 
exciting new discovery, Cathy O’Donnell, 
were busy studying their lines for the 
roles in which they were cast... 

“Now, two years and $3,000,000 later, 
Samuel Goldwyn’s greatest picture is fin- 
ished. Soon it will be seen on the screens 
of the world. A masterpiece of the con- 
temporary scene, its title has been changed 
to ‘The Best Years of Our Lives.’ It may 
well prove to be the best picture of our 
years.” 

Proof enough, it seems to us, that even 
motion picture advertising can be fresh 
and entertaining. 


- « Robert B. Barton 


and other educational institutions are of- 
fering young men in advertising training. 
He is serving now as a member of the 
Four A’s educational committee. 

While there may be those who do not 
leap for joy on learning some of Mr. Bar- 
ton’s views, there are far more in the field 
of education who are inclined to agree 
with him that advertising and allied 
courses do not give students today the 
advantages they should have in relation 
to the amount of time they spend in 
school. 

With deceptive mildness, Mr. Barton 
suggests that there should be growing 
cooperation between faculties of schools 
and advertising men. These educational 
huddles would result, Mr. Barton feels, 
in redesigned courses which would pro- 
duce the results that agencies and the ad- 
vertising business are looking for. 

One of the things which may surprise 
younger advertising men is that Mr. Bar- 
ton, although vitally interested in higher 
learning, never managed to get to college 
himself. 

At the time young men are busy think- 


ing about entering colleges and uni- 
versities, Mr. Barton, then 18, began 
learning first-hand, this astonishing busi- 
ness of advertising. His first “lesson” was 
with J. T. H. Mitchell (who later formed 
the Lennen & Mitchell agency) who was 
boosting a political campaign in Cleve- 
land. It was, in fact, one of the juiciest 
local political campaigns Cleveland had 
seen when Theodore Burton was opposing 
Tom L. Johnson for the town’s mayoralty. 

When Mr. Mitchell returned to Chi- 
cago, he wired Bob Barton to come take 
charge of the production department of 
the J. T. H. Mitchell organization. Mr. 
Barton rather daringly, he thought, wired 
back that he would require $25 weekly. 

Mr. Mitchell’s new employe practically 
jumped right out of his Sunday suit when 
he received a reply which told him that 
there was no room for a $25-a-week man 
but considerable opportunity for a $50 
or $75-a-week man. Apparently Bob Bar- 
ton was the man in question because he 
went. As a matter of fact, he’s still in 
Chicago surveying the advertising and 
general scene from his roost in the Palm- 
olive building where he oversees Chi- 
cago operations for Batten, Barton, Dur- 
stine & Osborn. 

Anyone who expects to find in Mr. Bar- 
ton, a dashing Wakemanish advertising 
executive gaudily attired with such doo- 
dads as hand painted neckties will be 
slightly surprised. Robert Barton, an ex- 
ecutive by any standards, nonetheless 
looks far more as though he’d dropped in 
to spend a couple of hours between trains. 
His greying hair seems to lose its tilts 
with a comb and he manages to maintain 
a certain down-to-earth quality by such 
little comforts as putting his feet on his 
desk much like a country editor. 

He still seems to carry with him a 
breath of his native Deshler, O., near 
Cleveland where he was born in Novem- 
ber, 1889. It was here, he remembers 
with some satisfaction, that he had his 
first job on a railroad which he refers to 
as the C. H & D or the “Charges High & 
Damned rough riding.” He railroaded with 
considerable zeal for $14 a week. 

His early advertising experience was 
highlighted by an enlightening period 
spent about 1907 or 1908 with colorful 
Col. W. D. Boyce, publisher of the Chicago 
Blade & Ledger. During his tenure with 
the colonel, whose weakness was trip- 
ping off on hunting expeditions in Af- 
rica and the like, Mr. Barton entered into 
such high-jinks as promoting roof-living 
atop the Boyce Building in Chicago to 
demonstrate what cliff dwellers could do 
in the midst of civilization. 


he Pay-Off 


To determine the most 
profitable mailing periods, 
Miss Edith Walker, of the 
Book-of-the-Month Club, 


His social life during this period cen- 
tered around Oak Park, west of down- 
town Chicago, where he met Reverend 
William E. Barton, father of Bruce. He 
had originally arrived in Chicago with a 
letter of introduction to the elder Barton 
(no relation) but somehow never man- 
aged to get around to presenting it until 
he had become a friend of the family. 

In 1912 he succeeded in a promotional 
campaign of vital importance when he 
wooed and won Miss Verona Pratt of Oak 
Park. 

He gained in business the distinction 
of being the only non-union superintend- 
ent in a union plant when he was as- 
sociated with the Wells Company in Chi- 
cago, where he later became president. . 
His business trail led from there to the 
post of director of sales of the Elgin Na- 
tional Watch Company. He left the watch 
company in 1929 to be associated once 
more with Mr. Mitchell who had, by that 
time, formed the Lennen & Mitchell 
agency. 

While to most men it would have 
seemed an ideal course to follow for the 
rest of their days, energetic Mr. Barton 
began to have misgivings. It dawned on 
him that there was a major void in his 
advertising knowledge. With some trepi- 
dation, he realized that his knowledge of 
media was extremely sketchy. 

Mr. Barton, to patch up this gap in his 
business knowledge, went to New York 
to work for The American Weekly where 
he felt he could pick up the missing 
links. Still with the publication, he went 
back to Chicago where he worked on 
some accounts which were handled by 
Lord & Thomas. 

It was a natural step into the Lord & 
Thomas ranks where he worked on new 
business accounts. From there he went 
to BBDO in the early ’30s. 

Mr. Barton has some pretty definite 
ideas about what should be done in the 
matter of advertising and he does not 
hesitate to offer his opinions. 

He is not too enthusiastic over the Ouija 
board type of planning advertising cam- 
paigns. 

“That should not deter as much plan- 
ning ahead as possible,” he says, “to avoid 
unnecessary risk and waste.” 

Despite the energy he puts into the op- 
eration of BBDO, he saves a little for 
his garden at Wellington and the Inner 
Drive in Chicago where he seems to have 
a green thumb. The man who whoops it 
up for better advertising is no mean to- 
mato whooper-upper in his own garden. 

He agrees too, that, like advertising, 
tomatoes can not always be pre-evaluated. 


NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW THE "TIME OF MAILING" 
AFFECTS DIRECT MAIL RESULTS 


has made a detailed study 

of results by weeks. 
Identical mailing pieces 

were mailed weekly from 


100 nicinatentncnmnencneicancipeitns 


February 4 through July 7s 
11, 1946,—16 consecutive 
weeks—to former sub- 
scribers of the Book-of- 
the-Month Club. Weekly 
quantities varied from 
4,500 to 15,000 letters. 
The chart shows how * 
results fluctuated. Using 
the week of February 14 
as the high point, or 
100%, a very definite pat- 4 
tern of diminishing re- - 
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turns develops until the 
bottom is reached on May 29. Then a 
slight up-swing occurs, 

In explaining the curve, Lewis. Kleid, 
President, Mailings Incorporated, New 
York 19, N. Y., who handles the Book- 
of-the-Month Club mailings, says: “Ap- 
parently, the March slump is not due to 
the income tax period but rather to a 
normal falling-off in results as the sum- 
mer holiday season approaches, 


“Previous experience, based on coupon 
space advertising, indicates an upward 
curve in results starting in June and 
progressively getting better in July, 
August and September. The sudden re- 
cession in July is unaccountable. A guess 
might be that this year more people than 
ever were on vacation, or that the OPA 
going out might have made consumers 
conscious of spending.” 
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Stronger Program 
Code for Radio 


Urged by Paley 


(Continued from Page 1) 


so aware of it and proud of it— 
that without any prompting they 
will say so to us and to the 
world, . .” 


Must Serve Masses 


“This rising tide of criticism” 
Mr. Paley called “the most urgent 
single problem of our industry.” 
It increases “the danger of gov- 
ernment control of what gees on 
the air. .. Nevertheless, I firmly 
believe that government program- 
censorship can never occur, with- 
out the consent of the American 
people. Therein lies our real court 
of appeal as well as our ultimate 
source of confidence.” 

He described radio, “first and 


primarily, as a mass medium 
which must serve the masses. 
Next and secondarily, it is a me- 
dium which must also serve the 
specialized needs of minority 
groups. .. We must recognize that 
the needs and claims of the 
smaller groups upon our time have 
risen steadily with the growth and 
power of radio.” 

But to the charge that “radio is 
supported by advertising—adver- 
tisers want only mass circulation,” 
Mr. Paley reminded the broad- 
casters that the interests and 
those of the adv 2rs are in this 
instance ident’ .«. To concentrate 
too much or ograms appealing 
only to m* ity groups he de- 
clared as “i: (hinkable as that the 
owners of American baseball 
should eliminate the sport of mil- 
lions and substitute cricket 
matches or chess games... 


Have Samie Objectives 


“We have an obligation to give 
most of the people what they want 
most of the time. Our clients, as 
advertisers, need to reach most of 


the people most of the time.” 


YOU MIGHT BREAK 200x 200 
“PIGEONS”, TRAP SHOOTING'— 


Fy 
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BUT— YOU CAN'T HIT 
WESTERN MICHIGAN FROM 


CHICAGO OR 


DETROIT! 


You might just as well shoot at cast-iron “birds” as 
to try broadcasting through the wall of fading that 
surrounds Western Michigan. You can’t really score 
that way, and there’s no use trying. Because — 


— when the people in Kalamazoo, Grand Rapids and 
Greater Western Michigan want to listen to the radio 
—they listen to their own stations. Two are CBS 
stations—WKZO in Kalamazoo and WJEF in Grand 
Rapids—have more listeners than any other station 
or combination of stations in this area, and offer you 
complete coverage of Western Michigan with one low 
combination rate. We'd be happy to send you all the 
facts—or just ask Lewis H. Avery, Inc. 


*Capt. J. Hiestand did it in 1944. 


WK 


GREATER WESTERN 


sWIEF 


RST Im GRAND RAPIDS 
Bc KENT COUNTY (ces) 


Both owned and operated by Fetzer Broadcasting Company 
Lewis H. Avery, Inc., Exclusive National Representatives. 


But he believes that “we should 
be just as honest in recognizing 
and serving their secondary claims 
(of minority groups) upon our 
time. . . We must never lapse 
into the position of conspiring, 
even unintentionally,- against mi- 
norities.”’ 

However, Mr. Paley pointed out, 
“if minority groups would take 
a tenth as much trouble getting 
what they want from the radio 
schedule as they willingly take in 
getting what they want from 
magazines, newspapers, books—as 
well as from concerts and lectures 
—lI believe we would be applauded 
rather than abused.” 


Discusses ‘Blue Book’ 


He also asked critics to “ponder 
the fact that the advertiser sup- 
plies the dollars without which 
we could not have a free radio... 
The only other kind of radio is 
government radio.” 

Nevertheless, he found that “a 
part of the criticism is justified,” 
and he was “alarmed”’ at “the total 
and cumulative effect of all the 


criticism, justified and unjusti- 
fied.” 
Mr. Paley expressed ‘“funda- 


mental opposition to the basic 
premise of the FCC Blue Book 
that a government agency should 
have the power to blueprint the 
kind of programs which the Amer- 
ican people shall hear.” But the 
Blue Book, he said, “has at least 
consolidated many of the criti- 
cisms against radio, and will, I 
hope, help us to face them and 
deal with them.” 


Admits Some Excesses 


He emphasized that the broad- 
casters are “guilty” of permitting 
“advertising excesses.” The fact 


fierce . . does not excuse too 
high a percentage of commercial 
copy or material which is irri- 
tating, offensive, or in bad taste 
when projected into the homes of 
America.” This, he said, is both 
“bad radio” and “bad advertis- 
ing. . . Certainly it is not the 
advertiser’s fault, but the broad- 
caster’s, with both stations and 
networks to be blamed for it.” 
Mr. Paley cited some “para- 
doxical conclusions” of critics “in 
and out of government” who, “be- 
cause they dislike advertising, 
automatically condemn (when 
sponsored) the very programs 
which, as struggling sustainers, 
they praised.” 

Also, he added, to ban mystery 
shows because some critics blame 
them for juvenile delinquency, 
would “be an unsound and re- 
pressive step in the face of the 
wide appeal which this type of 
fiction provides in books, maga- 
zines and movies, as well as on 
the radio. Our problem is to 
present mystery drama in such a 
manner that we can’t be accused 
of contributing to a very real na- 
tional problem.” 


Wants Discriminating Critics 


In public affairs programs, he 
explained, “perhaps our real fail- 
ure has been in not devoting the 
same high quality of showman- 
ship, of good writing, of ingenuity 
and imagination as we devote to 
entertainment shows. .. At CBS, 
we have just formed a _ special 
program unit to tackle this prob- 
lem.” 

To the “charge that radio has 
failed to develop local live pro- 
grams,” Mr. Paley replied that in 
some instances “the talent re- 
sources of a community are 
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viewpoint is fusing more and 
more with the national points of 
view. .. At the same time, how- 
ever, we can find many ways, 
even in our overcrowded sched- 
ules, to serve our respective com- 
munities with local broadéasting.” 
He urged broadcasters to en- 
courage “intelligent discrimina- 
tion” among radio’s critics. “I 
should like to see people angry 
when they are angry at particular 
stations, particular programs, par- 
ticular offenders, and not at all 
radio,” he said. 


Miller In Fighting Mood 


Mr. Miller struck out at “whole- 
sale criticism of broadcast adver- 
tising” as “completely unrealistic 
so far as a large number of people 
are concerned,” but pointed out 
that “on the other hand, there 
can be no doubt that people, in 
substantial numbers, are demand- 
ing tighter controls on broadcast 
advertising than that of any other 
medium.” 

“The striking thing about it all, 
the encouraging thing,” he said, 
“is that broadcasters have already 
voluntarily imposed substantial re- 
straints upon their advertising 
practices—and that they are will- 
ing, voluntarily, to go farther 
still.” 

Mr. Miller reported that, on ad- 
vice of NAB’s board of directors, 
he had consulted Assistant At- 
torney General Wendell Berge, 
“seeking to determine appropriate 
steps for establishing effective 
standards of practice and methods 
for securing their observance” and 
that “some progress” had been 
made in this direction. 

One question, raised not by NAB 
but by Mr. Berge, said Mr. Miller, 
was “what right have broadcasters 
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ing of products which are—in the 
eyes of the law—perfectly lawful 
products?” 

“To illustrate,” Mr. Miller con- 
tinued, “one of our own broad- 
casters, in a recent address, made 
the following statement: ‘The in- 
dustry should take steps to keep 
off the air patent medicine adver- 
tising which is _ objectionable, 
either because of the nature of the 
commercial copy, or what is more 
important, the nature of the prod- 
uct. The indiscriminate advertis- 


ing of cathartics, pain killers, kid- 
ney cures, headache powders, 
worthless vitamin products, ad 
nauseum, on the air is a condi- 
tion which is a menace to the 
entire broadcasiing industry.’ 

“But as Mr. Berge points out, 
if these products violate the food 
and drug act, they should be con- 
trolled by it. If they are lawful 
in the eyes of the law, then by 
what right can broadcasters com- 
bine to discriminate against them? 
It is a good question. 

“Again,” Mr. Miller continued, 
“his (Mr. Berge’s) question goes 
to the matter of what constitutes 
objectionable advertising in itself. 
If the script misrepresents the 
product, for example, then the 
FTC is authorized to proceed 
against it. But if it passes such 
regulatory laws with a clean bill 
of health, why should broadcasters 
combine to exclude it?” 


Compares Newspaper Ad Volume 


Hitting at criticisms of radio 
commercialism, NAB’s president 
cited that 45 out of 48 pages in 
the Oct. 8 issue of the New York 
Times carried advertising, and 
suggested that “accoraing to stand- 
ards which have been suggested 
for broadcasting, this copy of an 
outstanding metropolitan daily is 
almost 100% commercial.” 

“Imagine the reaction,” said Mr. 
Miller, “which would come to a 
station which devoted three full 
consecutive hours to advertising. . . 
Obviously, for some reason we 
must not compare broadcasting 
time devoted to advertising with 
newspaper space devoted to ad- 
vertising.” 

The August issue of a “very | 
conservative” magazine carried an 
article “very critical” of broad- 
casters’ incapacity to control their 
advertising, Mr. Miller continued; 
yet the inside cover of this maga- 
zine carried an advertisement “of 
an old grandfather’ drinking) 
whisky.” It is interesting, he de- 
clared, that “a magazine which 
sponsors an article so critical of 
broadcasting should itself offend | 
by carrying advertising of a type | 
which is barred, generally, by 
broadcasters.” 


Nevertheless the radio industry, | 
because it operates a medium | 
which reaches so intimately into | 

_ the home, must seek to “abate all | 
_ just criticism” or eventually sub- | 
_ mit to governmental regulation, Mr. | 
_ Miller warned. Toward this end, 
| he said: 

“Mr. Berge and Mr. (Charles 
R.) Denny (acting FCC chairman) | 
have promised to go along as far | 
as they can in helping us work | 
out legal, voluntary controls. I 
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have begun negotiations, also, 
toward the same end with repre- 
sentatives of ANA and the Four 
A’s. Dr. Cullen, of the Proprietary 
Association, is anxious to cooperate 
with us also. 

“However, it is not going to 


‘be an easy job. The competition 


for radio advertising is not going 
to become less, but greater. The 
increasing number of stations, the 
limited amount of available ad- 
vertising and the trend of business 
on a downward swing will make 
competition more severe and the 
temptation to take poor quality 
advertising greater and greater.” 


Ready to Move Forward 


All this, plus radio’s countless 
programming and other problems, 
Mr. Miller concluded, presents 
broadcasters with “a challenge and 
an opportunity.” 

Without mentioning the FCC’s 
“Blue Book” -by that name, Mr. 
Miller referred to its implications 
with a solemn warning that 
“broadcasting now finds itself 
faced by the same dilemma as 


every professional and business 
group before it of regulating and 
disciplining itself or of being regu- 
lated and disciplined by law; of 
assuming leadership or being led.” 

“So long as the Communications 
Commission acts within the scope 
of its authority,” he declared, “so 
long as it keeps hands off the 
constitutional right of free speech; 
so long as it makes possible ju- 
dicial review and determination 
of its interpretations of its own 
power, it has my hearty support 
and I assure you, it will have the 
support of the people. 

“Do not suppose—because I 
have so vigorously opposed any 
semblance of over-reaching—that 
I have any doubt or question on 
this point: of the challenge, and 
of the responsibility of broadcast- 
ing to operate in the public inter- 
est.” 


Joins Embry-Riddle 

Beckwith Havens has been ap- 
pointed sales director of Embry- 
Riddle Company, Miami, maker of 
private airplanes. 


. a 
Re-beams ‘Quizdown 
The Chicago Board of Education 
has made arrangements to re- 
beam transcriptions of the “Chi- 
cago Times-WLS Quizdown” pro- 
gram over its own FM transmitter 
to approximately 150 Chicago ele- 
mentary schools. Recordings will 
be made of the “live” Saturday 
morning Quizdowns on which 
public school pupils appear, and 
these records will be re-broadcast 
the following Monday over Station 
WBEZ, FM station owned and op- 
erated by the Chicago Board of 
Education. 


Names Whipple & Black 


Vinco Corporation, Detroit, 
manufacturer of precision in- 
spection and production fixtures 
and gauges, has appointed Whipple 
& Black Advertising Company, 
Detroit, to handle its advertising. 
Business papers and direct mail 
will be used. 


Names Shepard, Abrams 

Stephen A. Shepard and O. B. 
Abrams have been appointed ad- 
vertising manager and production 
manager, respectively, of Engi- 
neers’ Digest, New York. 
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Vultee Uses 
Space to Report 
KLM Plane Order 


New York—Consolidated Vultee 
Aircraft Corporation reported via 
advertising this week that KLM 
Royal Dutch Airlines had ordered 
12 Convair 240 airliners. 

The single-shot, 600-line copy 
ran in the New York Times and 
Herald Tribune, three Washing- 
ton newspapers and one in Miami, 
and in the New York Journal of 
Commerce and Wall Street Jour- 
nal. It is also slated for aviation 
business papers and for the Army- 
Navy Journal. ; 

Copy reported that KLM is the 
fifth major airline to order the 
240, which will make its appear- 
ance in regular service in mid- 
1947. It also reported the features 
of the plane: air conditioning, 
pressurized cabin, jet exhaust 
thrust, anti-icing devices on the 
wings, and “level landing.” 

Young & Rubicam is the agency. 
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CALLING ALL GIRLS has the largest circulation of any magazine in 

the teen and young woman's field, according to A.B.C. Publisher's 
Statements for the first six months of 1946. What's more, effective with the 
April 1947 issue, CALLING ALL GIRLS guarantees circulation of 900,000! 


NEW BIGGER MAGAZINE BRINGS NEW BIGGER RESPONSE 


The new full-sized CALLING ALL GIRLS is the first fully departmentalized serv- 
ice magazine for teen-agers. Reader response to its continuous editorial progress 
is greatly increased fan mail and huge jumps in circulation. Advertiser response 


is more advertising lineage than ever before in its history. 


NATIONWIDE STORE RECOGNITION OF CALLING ALL GIRLS 


Today, 273 major department stores are Official Headquarters CALLING ALL 
GIRLS stores — stock merchandise O.K.’d by and advertised in its pages. Hun- 
~is dreds of stores and manufacturers use the available merchandising aids. 


CALLING ALL GIRLS MEANS BIG BUSINESS TO YOU 


Take advantage of the fast-growing influence this popular magazine exerts on 
the buying habits of millions of 12 to 16 year old girls who read it regularly. 


The teen-girl market spends or brings about the spending each year of more than 
three billion dollars. 


Call or write today for your free copy of CALLING ALL GIRLS, 
full information and advertising rates. 
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New Facts 


reveal concentrated 
power of 


Atlantic 
Monthly 


A survey recently made by a highly accredited research 
group supplies new facts about the Atlantic 

so startling, so enlightening, as to warrant immediate 
special attention from advertisers. These facts show 

that the Atlantic is read thoughtfully and thoroughly 
by the most idea-minded men and women in America. 
Here are a few — and a very few — of the facts 

newly discovered: 


ATLANTIC readers wield exceptional influence 
locally and nationally 

7 out of 10 are accustomed to making talks before groups of 
people; 4 out of 10 have written articles for publication; 1 out 
of 2 writes letters to editors and Congressmen. 


ATLANTIC readers are exceptionally active in 
civic affairs 

Each averages 6.2 memberships in organizations of all kinds; 
73% of these memberships are active. 


ATLANTIC readers’ incomes are far above 

the average 

1 out of 4 has a family income of $10,000 or more annually; 1 out 
of 10 has a family income of $25,000 or more annually. 


ATLANTIC readers occupy places of weight 

and influence 

80% of those classified by employed occupation are officials or 
executives in business or industry, or are professional men and 
women. 


ATLANTIC readers are tops in education 

1 out of 4 has had 5 or more years of college training; 7 out of 
10 are active in educational groups; there was 1 office held for 
every 6 Atlantic readers in such groups. Median educational 


level of Atlantic readers — 4-YEARS OF COLLEGE. 


ATLANTIC readers are in their best-buying 

and keenest-thinking years 

55% are under 50 years of age. Of the Atlantic’s new readers 
(those who began reading the magazine within the past year) 
nearly half are under 30 years of age. Based on this survey, the 
average new subscriber will read about ideas in thie Atlantic for 
more than 20 years. 


ATLANTIC readers read thoughtfully and 
thoroughly 

THEY SPEND AN AVERAGE OF 4 HOURS WITH THE 
ATLANTIC; THERE ARE 2.14 READERS PER COPY*. 


The combined buying power and the expanding influence 
of *321,000 Atlantic readers provide a powerful, concen- 
trated force for selling important commodities or projecting 
constructive ideas. The complete results of the survey from 
which the above information was taken reveal even more 
startling and enlightening facts about magazine readers 
in general, as well as those who read the Atlantic — 
America’s National Class Magazine. Write, wire, or phone 
the nearest Atlantic Office for full details. 


NEW YORK, 2 West 45th Street - 


CHICAGO, 35 East Wacker 
Drive « LOS ANGELES, Garfield Building « SAN FRANCISCO, Russ 


Building » BOSTON, 8 Arlington Street « Executive and Editoria! 
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Some NAB Members 
Gripe But ‘Revolt’ 
Fails to Ignite 


Cuicaco—Despite meetings and 
mumblings and grumblings on 
findings in the first station audi- 
ence reports of Broadcast Meas- 
urement Bureau (AA, Oct. 21), 
the BMB was still intact by the 
third day of the 24th annual meet- 
ing of the National Association of 
Broadcasters here, Oct. 21-24. 
Although opponents of BMB 
claimed that those in charge of 
the BMB session of the convention 
“filibustered” to keep them from 
getting their views before the NAB 
membership, and anumber walked 
out of the meeting after Hugh 
Feltis, BMB president, had made 
his address, none stood up that 
afternoon to protest the findings. 
Although the “walk-out” was re- 
ported to be staged, it appeared no 
more extensive than any mid- 
session convention exodus, 

On the other hand, the formal 
speakers, representing broadcast- 
ers, advertisers and advertising 
agencies—all three of which 
groups finance and supervise BMB 
—praised unanimously its work, 
the conscientiousness of its execu- 
tives, the impartiality of its meth- 
ods, and the constructiveness of 
its first findings. 


Advertisers Satisfied 


Paul West, president of Associa- 
tion of National Advertisers, said 
that broadcasters, “like all good 
Irishmen, like a scrap.” He men- 
tioned “rumors of impending fights 
centered on BMB,” but hoped that 
“the family fight” of the broad- 
casters “would be kept under con- 
trai.” 

Mr. West pointed out that the 
more than 400 ANA members 
“represent more than 80% of the 
volume of network and national 
spot advertising.” The BMB, he 
said, “provides the foundation on 
which the (broadcasting) industry 
can get together.” He stressed the 
importance of advertising in main- 
taining the American economic 
system, and the trend toward co- 
operative research by other media 
with advertisers and agencies to 
help advertising to serve industry 
and the public better. 

Recalling the ANA annual meet- 
ing at Atlantic City this month 
(AA, Oct. 7), Mr. West said that 
“you should thank your stars that 
radio” — along with newspapers, 
magazines, outdoor and car cards 
—‘‘was represented on that occa- 
sion.” 


Four A’s Also Represented 

He would not predict how indi- 
vidual advertisers would receive 
the reports, but praised the thor- 
oughness and impartiality of the 
$1,230,000 program. Some adver- 
tisers doubtless will criticize, he 
admitted, but “the foundations 
have been laid.” Praising Mr. 
Feltis, he pointed out that “I have 
never seen an organization better 
organized and better run than 
BMB.” 

Frederic R. Gamble, president of 
American Association of Adver- 
tising Agencies—who, like Mr. 
West, spoke extemporaneously— 
emphasized that “the Four A’s 
still believes in BMB.” Advertis- 
ing agencies, he said, “work with 
brains and facts. We are constantly 
seeking to improve our facts, and 
we believe that the BMB results 
will help us toward this end in the 
radio field.” 

As a true cooperative, Mr. Gam- 
ble explained, the BMB will pro- 
vide “a standard of measurement 


Support BMB ‘Methods’ 


nd Agencies 


ing. The findings provide the first 
reliable results of station audi- 
ence measurement.” 


Problems Remain 


Some things about BMB, he ad- 
mitted, remain to be determined, 
such as “Are data on weekly list- 
ening enough? What about pro- 
moting the findings? What about 
the continuing character of the 
study?” 

But despite all this, Mr. Gamble 
believes that the BMB “is well 
begun and well on its way.” 
Justin Miller, NAB president, 
said that he was “surprised at the 
satisfaction which advertisers 
seem to show’ on BMB. Although 
disclaiming knowledge of the tech- 
nical methods employed, Mr. Mil- 
ler explained that “I am happy to 
go along with the experts.” 

J. Harold Ryan of Station 
WWVA, Wheeling, W. Va., chair- 
man of the board of BMB, cited 
“the unparalleled success of the 
operation since its inception two 
years ago,’ mentioned criticism of 
the station audience maps and of 
the research methods employed by 
BMB, and admitted that “perhaps 
it was a mistake to have made 
these maps.”’ 

Mr. Ryan emphasized the prob- 
lems which confront a pioneering 
enterprise and said that the BMB 
board and technical committee 
will give careful attention to all 
suggestions. 


Methods Under Review 


Mr. Feltis called BMB’s efforts 
to date a good start—and quoted 
some high-placed interests in sup- 
port of this claim—but hastened to 
warn broadcasters against “over- 
selling’ on the basis of their BMB 
reports. 

“The confidence and respect 
which have been developed be- 
tween advertisers, agencies and 
broadcasters in the BMB operation 
to date is the priceless foundation 
upon which this industry can build 
its own fact-finding organization 
in the true American way,” he de- 
clared. He added: 

“It remains to be seen what 
value attaches to counties with 
low BMB penetration, such as 
10%, 15% and 20%. The wise sta- 
tion and the thoughtful salesman 
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tant claims about all the counties 
reported in the BMB report until 
experience with these figures by 
the entire industry makes ap- 
parent the real significance of 
these figures for different clients. 


Reviews Use of Data 


“Frankly, nobody knows at this 
time all the valid ways in which 
BMB data can be used. It will re- 
quire experimentation and testing 
to determine how this information 
can be employed.” 

He cited, as examples, that BMB 
“should not be used to compute 
cost-per-thousand listeners to in- 
dividual programs,” that “Audit 
Bureau of Circulations — circula- 
tion and BMB audience are not 
directly comparable—they meas- 
ure different activities,’ and that 
BMB is not intended to “replace 
other types of radio research.” 
Furthermore, he added, it is not 
BMB’s intention “to endorse any 
specific uses of BMB information.” 
The best way for broadcasters 
to regard BMB’s reports, Mr. Fel- 
tis suggested, is: They “can be 
used exactly as previous coverage, 
circulation, or mail maps have 
been used, with this advantage— 
BMB reports are uniform, com- 
parable and accepted throughout 
the U. S. by advertisers, agencies 
and subscribing broadcasters.” 

“The actual uses to which these 
data will be put, about which so 
much discussion has taken place,” 
the BMB president advised, “will 
have to be determined by day-to- 
day experimentation on the part 
of all those whom the information 
is intended to serve. But as a re- 
sult of the acceptance which has 
been accorded BMB’s principles 
and techniques, your customers 
know what’s coming—and they 
like it.” 

Among those he quoted were: 

Batten, Barton, Durstine & Os- 
born—“For the first time we will 
be able to make valid comparisons 
between stations.” 

General Mills—“BMB data will 
help us merchandise our radio 
advertising.” 

Dr. George Gallup—‘BMB has 
done an important and much- 
needed job.” 

BMB completed its first year’s 
work, including the nationwide 
radio-family survey, on approxi- 
mately 90% of the $1,230,000 al- 
located, Mr. Feltis announced, and 
will get through the coming year 
of research pretty much on the 
remaining 10%. 

“The finance committee is now 
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justment of your fees, based on 
the actual cost of the project,” he 
said. “The formula will take into 
consideration your station’s BMB 
day and night audiences. A few 
stations with exceptionally large 
audiences and numbers of ballots 
may actually be called upon for 
small additional assessments, while 
others will receive credits from 
their original payments.” 

The bureau decided to forego an- 
other national survey until March 
1948 mainly in order to evaluate 
original findings and do added re- 
search, Mr. Feltis said, but partly 
because sO many new stations are 
being licensed and so many others 
are getting power increases. 

BMB’s “area” reports will be 
out in December, and the network 
reports in January. Meantime, Mr. 
Feltis announced, the bureau is 
setting up an advisory service to 
help its subscribers interpret their 
reports and advise them on prob- 
lems indicated by their reports. 


THREE NAMED TO BMB 
RESEARCH COMMITTEE 


New YorK—Preparing for ex- 
perimental research and evalua- 
tion activities scheduled next year, 
BMB has expanded its technical 
research committee to 12 members 
with the addition of three new 
appointees. 

Those named are E. P. H. James, 
manager of sales operations, Mu- 
tual Broadcasting System, ap- 
pointed by NAB to represent 
broadcasters; Marion Harper Jr., 
vice-president in charge of re- 
search, McCann - Erickson, ap- 
pointed by the Four A’s to repre- 
sent agencies, and Albert S. 
Dempewolff, assistant to the ad- 
vertising director, Celanese Cor- 
poration of America, appointed by 
ANA to represent advertisers. 


Southern California 
Agency Group Formed 


The Southern California Adver- 
tising Agencies Association, com- 
posed of 38 Los Angeles advertis- 
ing agencies, has been organized 
to function along lines similar to 
other national advertising agency 
groups. 

An executive committee re- 
sponsible for organization details 
includes William G. Scholts, 
Scholts Advertising Service, chair- 
man; Ray Clinton, Philip J. Meany 
Company; Robert F. Dennis, Rob- 
ert F. Dennis, Inc.; Gene Duck- 
wall, Foote, Cone & Belding; J. W. 
Eccleston Jr., J. W. Eccleston 
Agency; Henry Mayers, Mayers 
Company; Walter McCreery, 
Smith, Bull & McCreery; Larry 
Raymond, Larry Raymond & Co.; 
and Paul Winans, Paul Winans, 
Advertising. 


Stanfield Names Fyfe 


Scott Fyfe, formerly executive 
assistant in charge of public rela- 
tions and advertising of the Can- 
ada Life Assurance Cqmpany, has 
been named director and manager 
of the Toronto branch of Harold F. 
Stanfield Ltd. 
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Denton Opens PR Office. 


Robert B. Denton has resigned 
as director of public relations of 
the Union Pacific Railroad to open 
his own public relations firm in 
the Associated Realty building, 510 
W. Sixth St., Los Angeles, effec- 
tive Nov. 1. His service will in- 
clude a travel department for fur- 
nishing air and rail reservations 
exclusively for executives in in- 
dustry, motion pictures and radio. 


Ohrstrom Buys Peerless 
The capital stock of the Peerless 
Mfg. Corporation, Louisville, has 
been purchased by G. L. Ohrstrom 
& Co., New York. G. L. Ohrstrom, 
H. T. Cavanaugh and Merrill 
Stubbs, partners of the Ohrstrom 
firm, have been elected to the 
Peerless board of directors. 


Appoints Flanigan 

Joseph Flanigan has been ap- 
pointed director of sales and ad- 
vertising of I. Rothschild Com- 
pany, Buffalo. 


Eureka Launches 
Record Campaign 
for Iron, Cleaner 


NEw YorkK—The Eureka division 
of the Eureka Williams Corporation 
is launching a record advertising 
campaign, to run through winter, 
describing “a new freedom for the 
housewife” that Eureka’s new 
complete home cleaning systems 
will inaugurate. 

This drive, carried in national 
magazines and business papers, 
will be tied in with a promotion of 
the company’s new cordless elec- 
tric iron. The iron will be fea- 
tured by spot drawings which will 
appear in all national magazine 
insertions. 

Copy for the home cleaning sys- 
tem drive, to emphasize time and 
work-saving advantages, will fea- 
ture panel illustrations of the up- 


right and tank-type cleaners as 
well as specific attachable cleaning 
devices such as dusting and floor 
brushes, utility tool and waxer. 
Half-page black and one-color in- 
sertions will run in Collier’s, Mc- 
Call’s and The Saturday Evening 
Post, while similar copy will ap- 
pear in two-column and two-thirds 
page space in Good Housekeeping 
and Sunset. 

Backing up the iron’s promotion 
will be cooperative newspaper ads 
by local merehants, slated to run 
on a city-by-city basis coincident 
with initial distribution through- 
out the country. Augmenting the 
consumer ads, Eureka will also 
schedule two-third pages in Time, 
featuring institutional copy in- 
terpreting the company’s new in- 
dustrial identity since acquisition 
of the Williams Oil-O-Matic Heat- 
ing Corporation and other proper- 
ties. Seven business papers will 


}carry a series of monthly inser- 
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tions. 
Geyer, Cornell & Newell is the 
agency. 


‘Tribune’s’ Reader 
Response Increases 


Chicago Tribune reader response 
during 1945 totaled 5,652,301, ac- 
cording to a study completed by 
the newspaper’s business survey 
department. This-.is an increase 
of more than 700,000 over a 1944 
total of 4,900,211. 

The totals do not include any 
business contacts by the adver- 
tising, circulation, auditing, pro- 
duction or purchasing depart- 
ments nor any of the activities of 
Tribune-owned Station WGN. 


Luther Becomes V.P. 


William G. Luther, who has been 
with Jam Handy Organization, 
Detroit, for 20 years on Chevrolet 
sales activities, has been appointed 
vice-president in charge of auto- 
motive accounts. 
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{ in excellent supply. 


* leaf lettuce, 


: Market Basket Wisdom 


: 4 foods that ‘will be in abundance for Octo- 
£ .ber are many. Irish potatoes head the list, 
# selling at very reasonable prices, Dry 
p too, will continue in liberal supply at economical 
# prices, The fall harvest of celery will probably 
s break all records with both Goldenheart and the 
}| high vitamin, green Pascal on hand. The latter 
» is noted for its tinge of green (an indication of 
= high vitamin values), its thick, meaty brariches 
and ‘its freedom from strings. 
# Tipe tomatoes and the usual abundant green 
}, tomatoes to be used up before frost should also 
: predominate in your plans for October menus, 


é Some fruit items are also to be plentiful such as canned #: 
4 citrus juices, lemons, cooking, eating’ and general purpose apples # 
¢ and all at quite reasonable cost. Baked apples, applesauce, apple %: 
? pie and cobbler, apple brown Betty and all the many delicious, § 
2 poptlar American apple treats can be put back on the menu. # 
2 Pears, too, will’ be plentiful for the 1946 pear crop is the largest # 
nin history, more than 34 million bushels. 
# October are Bose and fall Russet pears from the Facifie Coast. % 
: Locally Seckel pears, so fine for pickling and spicing, will be # 
y abundant, plus Keiffers and Northwestern Bartletts. 
p latter for canning by. mid-October or you'll lose out on the 


|. Fall eggplants are in good supply and extra nice right now. } 
% So are cabbage, beets, carrots, sweet potatoes and squash. Use 7 
# them plentifully, Hearty vegetables often will extend meatescarce {. 


%; Whitefish and yellow pike are 


3} Vegetables: Head lettuce, 
2 sweet potatoes, celery, carrots, 
green beans, to- 
Luxury Buys 

Fresh Fish: Frozen cod fillets, 

,, lake trout, rosefish, haddock 
2 fillets and salmon &re in good 


onions, 


The last of the 


“4 


Most abundant in : 


Get the # 


ote 


platters, : 
: mene Camm, pitift Buys : 
3 Fresh : Carp, suckers Vegetables: Cabbage, summer: # 
» chubs and herring are in good squash, beets, dry onions, Irish + 
, Supply. potatoes, é 
Moderate Items u 

Fresh Fish: Yellow perch, matoes both red and green, “ee 


cucumbers, eggplant and okra, 3: 

Fruit: Bananas, fresh Italian /: 
prunes, grapefruit, peaches, i: 
watermelons, apples, average 7: 


quality cantaloupe, i 


iene 


. 


vy, 


Fruit: Plums, cranberries and % 
few avocados, pears and grapes, / 

Vegetables: Broccoli, Brussels 
sprouts and cauliflower, 
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Every Friday morning in “Market Basket 
Wisdom”... Ethel Somers, food editor of The Sun, 
turns into a Kiplinger for kitcheneers, does a 
delicatessen Dow-Jones report on provender at 
every price level in the local markets, brings out 
the best in budgets by bringing out the best in 
buys, saves Chicago women time, money and 


tempers, too... 


Because all Sun food features major in down-to-earth 
help for housewives... The Sun is a major food medium 


in the major Chicago market... 


And though The Sun’s one-third of a million 
circulation doesn’t reach everybody in Chicago 


..- Irish potatoes at reasonable prices... fall harvest of 
celery will break all records...tomatoes should 
predominate in plans for October menus... eggplants in 
good supply...carp and chub are fish buys for frail 
budgets... broccoli and Brussels sprouts on the luxury list... 


...it does reach the most responsive audience 

in town... women enough to make small ads in 
The Sun Food Directory pay out for over 160 
independent neighborhood grocers... and deliver 
biggest days for several big city-wide chains! 


Any Sun man can show you the first food buy in 
Chicago... i.e, any Friday issue of The Sun! 


* CHICAGO SUN 


NATIONAL ADVERTISING REPRESENTATIVES: 
The Branham Company, New York, Chicago, Atlanta, Dallas, 
Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” 


“Representatives Wanted,” 


and “Representatives Available,” 


60 cents a line, minimum charge $2. Figure bold face heads 25 letters 


and spaces per line; 


light bodyface 34 per line. Box numbers add two 


lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
_ _185_N. Wabash Ave., Chicago _ 
CATALOG & DIRECT MAIL 
WRITER 
The largest mail-order seed house 
has opening in catalog department 
for man who has done or feels he is 
adapted to mail-order catalog work, 
direct mail letters, folders, etc. 
Please state experience, age, and 
salary expected. Write David Bur- 
pee, Pres., W. Atlee Burpee Co., 
Hunting Park Ave. at 18th St, 

Philadelphia, 32, Penn. 

WANTED: Young man with editor- 
ial and advertising selling experi- 
ence to work on long established 


_trade publication. State age, experi- 


ence, and galey, expected. Address 
Box 8518, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 

GEORGE WILLIAMS—Personnel 

209 S. State St., Har. 2063, Chicago 
AGENCY 

Contact and copyman wanted by 
leading Iowa agency. Strong, di- 
versified accounts. Excellent oppor- 
tunity for thoroughly experienced 
man who enjoys really hitting the 
ball. Give age, personal background, 
full experience record, present earn- 
ings (snapshot of possible). Our 
own men know of this ad. 

Box 8533, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ss se HELP WANTED 
Advertising executive for Agency 
Branch in Rio de Janeiro, Brazil. 
Box 8535, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING MANAGER 
Manufacturer selling quality mu- 
sical instrument through the finest 
stores countrywide needs highest 
type experienced advertising exec- 
utive. Medium sized midwestern 
city. Please send full details in first 
letter. 

Box 8536, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARE YOU THIS COPYWRITER? 
We need an experienced, versatile 
man with at least 5 years advertis- 
ing agency background. 20-year suc- 
cessful and fast growing Chicago 
agency offers “ground floor” oppor- 
tunity for the right copy man. $8500 
salary to start—more money quickly 
after he proves himself. Our Staff 
knows of this advertisement. 

Box 8519, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II]. 
POSITIONS WANTED 
SMALL AD AGENCIES 
Contact me for artwork. Lettering, 
layout, cartoons, ideas. Mailorder 


exp. Low rates; state requirements, 
Allan K, Jensen, Audubon 1, Iowa. 


ADVERTISING—SALES 
PROMOTION MANAGER 
With background of more than 15 
years in department store, newspa- 
per and radio. Thoroughly familiar 
with art, copy, layout, production, 
research. Age 34; married. Seeks 
permanent connection- with sales- 
minded manufacturer or growing 
——-- Prefer small or medium size 
city. 
Box 8506, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Ad Promotion 
COPYWRITER 


If you’ve had business paper ex- 
perience, and have proven your 
ability to conceive and carry 
through sound and hard-hitting 
advertising promotion cam- 
paigns, there’s a spot open for 
you at the New York headquar- 
ters of one of the country’s 
leading publishers of business 
publications. Write in confi- 
dence, giving business resume 
and starting salary. 


Box 6597, Advertising Age 
330 W. 42nd St. 
New York 18, N. Y. 


ACCOUNT EXECUTIVE 
OPPORTUNITY 


This is the advertisement of a well-estab- 
lished Chicago agency with a staff of 12 
people doing slightly under a million dol- 
lar annual business. We want a proven 
advertising man, one who knows how to 
get business and then hold it. We're pre- 
pared to pay well for the right man. If 
he happens to know radio, he'll be all 
the more welcome, yet the main qualifica- 
tion must be that he is experienced and 
proven. 


Box 6596, ADVERTISING AGE 
100 £. Ohio St., Chicago II, Illinois 


For Lease: BRAINSITE 


Editor of established weekly regional 
trade journal, alert, intellectually capable, 
seeks position as an associate editor with 
a@ metropolitan magazine cuvering broader 
field. Ex-Navy, 30, B.S. Background: gov- 
ernment, European affairs; magazine pro- 
duction, good writing. More-than fluent 
knowledge of French. 


Box 6598, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


WANTED TO BUY 

Sound Industrial Publication 

or part of one! 
by employed executive under 40. 15 
years’ experience — business paper, 
publishing and advertisina. 

Box 6594, Advertising Aqe 

100 E. Ohio St., Chicago II, Ill. 


SALES PROMOTION EXECUTIVE 


You are invited to analyze the qualifica- 
tions of a young executive with sound 
sales promotion and public relations ex- 
perience in magazine circulation. 


Box 6595, ADVERTISING AGE 
100 E. Ohio Street, Chicago I1, Illinois 


CIRCULATION MANAGER. A steady, 
clean, systematic builder; exp. in 
mail room production & preparation 
of good productive promotion. 

Box 8522, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. _ 

PRINTING PRODUCTION MAN 
25 years technical experience in let- 
terpress; offset; pamphlet and hard 
binding, Estimate to finished order. 
Will go anywhere if right setup. 
Salary open till interview. 

Box 8516, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


GOOD LUCK FOR SOME FIRM! 
Successful advertising man with 15 
years diversified experience includ- 
ing national space sales, retail pro- 
motion, utility advertising. Seeking 
change to warmer climate for fam- 
ily reasons. Will consider any sub- 
stantial proposal invotving perma- 
nent location in South or on West 
Coast (need not be large city). A 
high-grade man in sound health and 
just coming into best years. Prin- 
cipals only please. 

Box 8534, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ATTENTION TRADE PAPERS | 
Experienced young space salesman 


desires to represent one or more 
established publications in Middle 
West on commission basis. Must 


have good possibilities. 
Box 8531, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING PRODUCTION 
Agency experienced. Available now. 
Box 8532, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


IF SOME SHREWD COPY CHIEF 
will mother me for 3 months, he’ll 
have a cracker jack idea man for 
$75.00 a week. 3 years of copy, some 
agency. Age 28, Chicago. 
Box 8538, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MARKET RESEARCH—COPY 
Editorial experience. Idea man, 
young but seasoned, business-mind- 
ed (advertising, market research 
degrees). Ferrets facts. Creative 
copy that sells. Meets people well. 
Markets business magazine pieces 
consistently. 

Box 8539, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PM RICH—in imagination and 
fertile creative writing talents. 
Alert, ingenious young vet, edited 


Army newspaper, college mag., trade 
paper, free-lance exp., will prove 
his gifts as a junior copywriter. 
Box 8540, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ARTIST, Young woman, desires 
emp. in art department of advertis- 
ing agency. 3 years solid exp. in 
creative layout, clean commercial 
illustrations and some lettering. 
Box 8542, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 
PUBLISHERS REPRESENTATIVES 
wanted for-Cleveland and Detroit 
areas by long-established appliance 
and radio trade publication. Send 
complete details to 

Box 8527, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


MISCELLANEOUS 
Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


FOR SALE 
Established technical trade publica- 
tion in an unusually progressive 
industry. Exceptional opportunity 
for an established publishing or- 
ganization to do an outstanding job. 
Write or wire 
Box 8537, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Hoving Explains: 
Institutional Ads 
Dead as Dodo 


New YorK — Walter Hoving, 
president of Hoving Corporation, 
which operates Bonwit Teller, and 
ex-president of Lord & Taylor, 
has stepped back into the contro- 
versy he stirred up recently (AA, 
Oct. 7) by declaring that institu- 
tional advertising is “deader than 
the dodo.” Mr. Hoving elaborated 
on his earlier view, when he at- 
tacked item advertising as “dull 
and deadly” and advocated “sell- 
ing the whole store,” in an inter- 
view Oct. 17 with the Herald 
Tribune’s Joseph Kaselow. 

Mr. Hoving declared he had not 
implied he was in favor of institu- 
tional retail copy. Bernice Fitz- 
Gibbon, advertising director of 
Gimbel’s, termed such copy 
“screwbally” in a speech before 
the Advertising Women of New 
York (AA, Oct. 21). 

“Institutional advertising ... is 
even worse than item advertising,” 
Mr. Hoving explained. “By insti- 
tutional advertising I mean ad- 
vertising which calls attention to 
the date the store was founded, 
how old it is, showing pretty pic- 
tures of the store building, and so 
forth. This sort of advertising is 
even deader than the dodo and is 
almost a complete waste of 
money.” 


Describes Third Kind 


Mr. Hoving said he was refer- 
ring to a third kind of retail ad- 
vertising, which would replace 
much but not all item advertising, 
based on the principle that “the 
retailer must sell his departments 
and his assortments of merchan- 
dise.” 

“He should always speak to the 
public with merchandise because 
that is the language of the store 
just like paint is the language of 
the painter. But he should avoid 
boring his customers by plugging 
item after item on a picture-cap- 
tion-price basis,” he continued. 

As an example, he referred to a 


FIELD RESEARCH 
INTERVIEWERS 


We have openings in some of the 
principal cities for Eastman Editorial 
Research representatives — men or 
women. 


This is probably the most exacting of 
all field research requirements. Job 
requires good personality, high order 
of intelligence and willingness to fol- 
low complete and precise instructions. 
We demand the highest quality of 
work and pay accordingly — give 
good, friendly cooperation and ex- 
pect it. 


Work is on a part-time basis only, 
with ample advance notice. Number 
of assignments will vary with location 
and ability of the investigator. Pre- 
vious research experience not essential. 


No research bureaus need apply as 
we must deal direct with the investi- 
gator and reassignments are not per- 
mitted. 


Apply by letter only. 


THE EASTMAN RESEARCH ORGANIZATION 
(Publishers' Editorial Counsel) 


330 W. 42nd St., New York 18, N. Y. 


every A A reader 


should get this model of 
RESULTFUL BREVITY 


For only one dollar YOU can 
have the crisp $25 letter that se- 


cured choice of 47 excellent posi- 


tions in 4 days. Opens doors 
marked “President.”” Easily 
adapted to YOUR OWN USE 
anytime. Positive interview-get- 
ter. Send only one dollar to 
Robert Kenilworth, 729 Boylston 
Street, Boston 16, Mass. 


Lord & Taylor full-page perfume 
ad, run during a recent Christmas 
season, which showed a large baby 
elephant with rings and garlands 
around its ankles and a long trunk 
reaching to the bottom of the page 
where “with a beatific expression 
it was smelling a tiny bottle of 
perfume.” 

“That ad,” he insisted, ‘“‘sold per- 
fumes of all types. It sold the idea 
of perfume. It sold the desirabil- 
ity of perfume, not just one spe- 
cific perfume.” Incidentally, he re- 
marked, customers read the ad 
and said, “That’s an attractive ad. 
Lord & Taylor must be a good 
store.” 


To Reporter Magazines 

Seymour A. Gross, formerly di- 
rector of advertising promotion for 
Men’s Wear and Daily News Rec- 
ord, and before that in the promo- 
tion department of the New York 
Herald Tribune, has been named 
promotion manager of Reporter 
Publications, New York. This group 
includes American Fabrics, Cana- 
dian Reporter, Gold Book Direc- 
tory, Men’s Reporter and Women’s 
Reporter. 


Conery Rejoins Peck 

Ben Conery, who resigned a 
year and a half ago to work with 
Batten, Barton, Durstine & Osborn 
in Los Angeles, has rejoined Peck 
Advertising Agency, New York, as 
production manager. 


CBS Appoints Church 


Wells Church, acting news di- 
rector of Columbia Broadcasting 
System since May, has been ap- 
pointed director of news broad- 
casts in New York. 
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Literary Tea? 
Cocktail Brawl? 
Knopf Tries Cocoa 


New YorK—It may not be the 
first of a rash of such affairs, but 
there’s a new social-business func- 
tion operating—the “cocoa.” 

Last week Alfred A. Knopf in- 
augurated the “cocoa” as a means 
of promoting “At Daddy’s Office,” 
a juvenile book by Robert Jay 
Misch, vice-president of Al Paul 
Lefton Company. 

While their elders feverishly 
gripped cocktails, some 20 chil- 
dren, aged 3 to 7, balanced cocoa 
and cookies at the affair. Mary 
Misch, for whom Mr. Misch orig- 
inally wrote the book, poured for 
the juveniles. 

And it happened in the offices of 
the agency. 


Alcort to Upham 

Alcort, Inc., Waterbury, Conn., 
manufacturer of ice boats and sail- 
ing craft, has appointed Philips 
Webb Upham & Co., New Haven. 
Boat publications will be sched- 
uled, supported by direct mail. 


Names Kelly, Nason 

H. A. & E. Smith Ltd., Hamilton, 
Bermuda, maker of wearing ap- 
parel, has appointed Kelly, Nason, 
Inc., New York, to handle adver- 
tising in U. S. magazines. 


Moves Hartford Branch 
Platt-Forbes, New York agency, 

has moved its Hartford office to 

larger quarters at 3 Van Dyke 


Ave. 


EXTRA 


bracket in advertising. He 


change. But he could use 


one with a fine reputation. 


agency or in competition 


confidence. 


100 E. Ohio St. 


A Real Idea-Man 
Can Make 
$1500°° to $2500 per Year 


MONEY 


This advertisement is directed to a Chicago man, the 
requirements make it impractical to consider any other. 
The man we are looking for is in the top or near-top 


has a good job, a fat salary 


and a fine future where he is, and does not wish to 


a substantial addition to his 


income if it could be earned without conflict with his 
present work or his obligations to his associates or em- 
ployers. The man we seek must be seasoned, well-expe- 
rienced in mass product advertising and merchandising. © 
He must have an active, seeking, creative mind, the abil- 
ity to isolate the strong points in a product or plan, and 
capitalize on them for greatest consumer influence. He 
must be an IDEA MAN. We don't want copy although 
the man we want is probably a talented writer. We don't 
want an artist although the man we want may be able to 
roughly visualize ideas. We are a well-established, pro- 
gressive, highly creative organization in the graphic arts, 


We are not an advertising 
with agencies. We have a 


splendid opportunity for the right man to jump his in- 
come substantially, an opportunity which will grow in pace 
with the performance of the man. The nature of the work 
will challenge the interest of a highly creative man. Our 
own people know of this advertisement. Write as fully 
as you wish, all communications will be held in strictest 


ADDRESS BOX 6593, ADVERTISING AGE 


Chicago 11, Ill. 
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N. Y. First Step 


in National Study 
of Negro Markets 


New York—Interstate United 
Newspapers, representing Negro 
newspapers across the country, 
this week released the first data 
in its study of the national Negro 
market being conducted by the 
Research Company of America 
(AA, Aug. 19). The data covered 
the first part of the study made in 
New York City. F 

The survey found 56.2% of the 
families with incomes of more 
than $38 weekly, 20.3% in the 
$38-$47.50 bracket and 15.4% in 
the $58 to $76.50 income groups. 
Those making below $37.50 were 
almost 40% of the respondents— 
21% with family incomes of $29 
to $37.50, 13% in the $20 to $28.50 
bracket, and 6.8% below $19.50. 

Ten per cent of the families re- 
ported no member of the family 
working, 59% one member, and 
21% two members. Seven per cent 
of the families own their own 
homes, the others being largely 
apartment dwellers. Only 7% of 
the families own a car, but 12% 
said they intend to buy a car 
when available and half of these 
intended to buy a new car. 


Buick First Choice 


Buick led in make of automo- 
bile preferred with 31%, Ford fol- 
lowing with 14%. Firestone and 
Goodyear led in tire brand pref- 
erences with 21% each, while Esso 
and Socony led in gasoline and 
motor oil preferences. 

Maxwell House had almost six 
times as many votes as its nearest 
competitor in coffee brands, with 
54% to 9% for A&P’s 8 O'clock 
coffee. Sanka led in preferences 
for coffee substitutes, used by 15% 
of the Negro families, while Nes- 
cafe was slightly ahead of Borden’s 
in the instant and soluble coffees 
used by 8.5%. 

Campbell’s led in all canned 
soup classifications with more than 
three-fourths of the respondents 
expressing preference for that 
brand. In the carbonated bever- 
age classification, Pepsi-Cola was 
preferred by twice as many as 
Coca-Cola—42.4% to 20.3%—with 
Hoffman beverages totalling 10%. 
Pond’s facial cream and face pow- 
der led in brand preference, but 
took second place to Revlon lip- 
stick and third to Coty’s rouge. 


Dr. Lyon’s at Top 


Dr. Lyon’s was preferred by 
36.5% of the 53.7% who used tooth 
powder, and was followed by Col- 
gate with 30% and Pepsodent with 
13%. Of the 67.2% toothpaste 
users, 35.8% preferred Colgate and 
16.8% Ipana. 

Ivory led in soap preferences in 
both the “fine fabrics” and “house- 
hold use” classifications with 42.5% 
and 21.8% respectively. In the 
“toilet soap for bath” preferences, 
Lifebuoy, Palmolive and Lux were 
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closely grouped, with Ivory re- 
placing Lifebuoy in the hand and 
facial soap classification. 

Most of the Negro families re- 
porting said they purchased their 
groceries, drugs and cosmetic and 
toilet preparations in independent 
stores. 

Schenley was far in the lead in 
whisky brand preferences, with 
32.4%, Mission led in wines with 
18.1%, and Rheingold led the beer 
category with 24.7%. 

Of the 60.5% of cigaret smokers, 
34.8% preferred Camels, 26.9% 
Chesterfield, and 15.9% Philip 
Morris. Lucky Strike, leader in the 
national field, does not place in the 
first three in the New York Negro 
market. 


Promotes Waxed Paper 


Waxed Paper Institute, Chicago, 
has mailed a colorful broadside, 
which is part of a direct mail cam- 
paign featuring the uses of waxed 
paper and using the theme 
“Waxed Paper, the Pack-Horse of 
Packaging.” Howard H. Monk & 
Associates, Rockford, Ill., is the 
agency. 


PET MILK CELEBRATES—CBS tossed a party recently when the Pet Milk pro- 

gram, “Saturday Night Serenade," celebrated its 10th year on the air (AA, 

Oct. 14). Among those present were, left to right, Elmer G. Marshutz, presi- 

dent of Gardner Advertising Co., agency for the show; C. J. Hibbard, Pet 

Milk's advertising manager, and Edward R. Murrow, CBS vice-president and 
director of public affairs. 
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Plant City Ad Series 
Plays Up Cardinals 

Manufacturers of Keokuk, Ia., 
injected baseball into their plant 
city series of ads in the Keokuk 
Gate City Oct. 15 with a “day of 
the game” advertisement featuring 
the world series winners. 

Two plates were prepared, one 
with the Boston Red Sox getting 
the nod, the other with the St. 
Louis Cardinals copping the series. 
Half an hour after the Cards won 
the series, the page ad was on the 
street. 


Leece Advanced 


G. V. Leece, vice-president in 
charge of the export division of 
Gardner-Denver Company, in New 
York, has been named general 
sales manager with headquarters 
_ the company’s plant in Quincy, 


To Sudler & Hennessey 

Anne Messer, specialist in med- 
ical publicity, has been appointed 
director of the professional service 
department of Sudler & Hennes- 
sey, New York advertising art or- 
ganization. 


WHAT IS POSTER MAGIC? 


OSTER MAGIC zs that high news value in a poster that 
makes everyone see tt and read it. Nobody mistakes the Circus 
poster for anything else. Every kid in town knows when the 
corcus 25 coming. And the grown up folks know, too! Why? 
Do you know? 4| We might attempt to explain this super 
interest on the basis of simple curiosity. That wouldn’t work—vou would not 
regard it as a true explanation. What is the powerful secret of the circus poster? 
We venture that it 2s the news value that reaches out from the poster to capture 
the attention of human eyes. It’s different and captivating because it shows 
strange animals, unusual people, clowns, riders or acrobats. It works swiftly 
because it is designed to work fast and to be seen. And some of the most recent 
circus posters are beautiful enough to be saved by collectors! 4 There’s a lesson 
in the circus poster! Maybe it could be summed up this way: Don’t invest in a 
poster that looks like every other poster. Think of and use tdeas that are interest- 
ing on their own behalf —tie them into what you want to say—make sure they 
will stick out from the rest of the crop. What the advertiser says on a poster 
should be as interesting as the art. J And just as important, let McCandlish 
have the privilege of giving you faithful reproduction of your poster so that 
everything that’s in the art wall be in your poster. 7 


McCANDLISH LITHOGRAPH CORPORATION 
LITHOGRAPHERS OF POSTERS @ ADVERTISING DISPLAYS 
ROBERTS AVENUE @& STOKLEY STREET - PHILADELPHIA 
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Iowans Can Find 
Radio Enjoyment, 
State Poll Shows 


Des Mornes—In the face of the 
recent “Radio Is Yours” pamphlet 
published by Public Affairs Com- 
mittee, Inc., New York (AA, Oct. 
14) in which Jerome Spingarn 
criticizes broadcasting operations 
in the U. S., the Iowa Poll here 
has turned up with the report that 
67% of the Iowans questioned 
could generally find something 
they enjoyed listening to. 

Whether or not Iowans polled 
represent an accurate cross-section 
of the nation’s thinking is a moot 
question, but the Iowa Poll, a 
weekly survey organization, de- 
clares that its interviews are ac- 
curate as far as Iowa is con- 
cerned. 

When the nation’s top govern- 
ment figures go on the air with 
free time, 25% of the Iowans 
polled felt that the speakers were 
getting more than their share of 


the time. About 55% felt that 
the time allotted was about right. 
Only 10% felt that government 
speakers were not getting enough 
free time. 

While 35% could think of radio 
advertising that they thought was 
particularly bad, 40% could think 
of some that they considered espe- 
cially good. About 40% of the 
homes polled have their radios 
turned on more today than they 
did five years ago. 

More than three-quarters of the 
persons interviewed said that they 
were busy doing something else 
when their radios were turned on. 
Four per cent of those interviewed 
said flatly that they never listened 
to the radio at all. 


Offers Powdered Ink 

W. I. Davids & Co., New York, 
has developed a fountain pen ink 
in powder form. It is said that 
one package of the powder con- 
centrate added to a quart of water 
makes a quart of fountain pen ink. 
It will retail for 35 cents a pack- 
age and may be obtained in blue- 
black, red, violet and green. 


Estate-Heatrola 
fo Add Kitchen 
Equipment in ‘47 


NEw YorK—The Estate-Heatrola 
division of Noma Electric Corpo- 
ration, currently manufacturing 
and distributing Estate electric and 
gas ranges and space heaters, will 
add a line of household refrig- 
erators and home freezers, a line 
of kitchen cabinets, stainless steel 
kitchen sinks, and electric and 
gas hot-water heaters in 1947. 

The division also disclosed that 
the Estate 1947 line of electric 
and gas ranges will be completely 
new and the Estate-Heatrola space 
heaters, now being redesigned, 
will include gas Heatrolas, small 
gas heaters and gas floor furnaces. 

Estate has scheduled national 
consumer publications, backed by 
an “intensive” cooperative cam- 
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He: important because the time is coming when 
his company is going to be looking for orders and 
sales. When the time for competitive selling returns 
export sales will help keep the company profits up. 

The persistent work of the Export Manager 
today in overcoming all the obstacles he faces and 
continuing to hold the loyalty of his customers 
abroad by shipping them a fair share of their or- 
ders is going to pay off when business is needed. 

It was not so long ago that a report on a large 
foreign order was welcome news to a manufac- 
turer. It will soon again be welcome news. 

The Export Manager who is given the oppor- 
tunity to serve his customers overseas now is the 
one who will “‘get the business'’ when that time 
comes. For customers overseas if they are treated 
fairly are the most loyal and dependable custom- 
ers a firm can have. 

And the value of export lies in far more than 
stability. Export sales usually run to larger indivi- 


dual orders. The business is acquired with lower 
selling costs, and credit losses are small. The busi- 
ness, continuing at a time when sales here fall off, 
is very often the difference between profit and 
loss for the company. 

Manufacturers who know the advantages of an 
export business are not neglecting export just 
because domestic business is good. 

Firms permitting their export business to wait 
until the current domestic demand is satisfied will 
find the most desirable distributors tied up with 
their competitors. It is the products now going 
to over seventy-five foreign markets at an annual 
rate of seven billion dollars that will be estab- 
lished and have popular acceptance in the future. 

Over 800 firms are currently advertising their 
products in the world markets either through Amer- 
ican Exporter to reach the commercial trade over- 
seas, or through American Exporter-Industrial to 
reach the industries. 


AMERICAN EXPORTER 


ESTABLISHED 1877 


ano AMERICAN EXPORTER-INDUSTRIAL 


Johnston Export Publishing Company 


386 Fourth Avenue 


CLEVELAND CHICAGO 


New York 16, N. Y. 


ST. LOUIS SAN FRANCISCO 


LOS ANGELES 


paign with dealers in local news- 
papers. Dealer-training and con- 
sumer-education programs will 
also be continued. Estate dealers 
throughout the country now num- 
ber 6,500 and shortly sales and 
service: will stem from 17 major 
cities where Noma factory 
branches will be established. 


Meets Production Problems 


To meet its freezer production 
problems, Estate will use the 
facilities of Refrigeration Corpo- 
ration of America, now the Frigid- 
Freeze division of Noma, in its 
main factory at Perth Amboy, N. J. 
The increased demands of both 
the Estate-Heatrola and Frigid- 
Freeze divisions will be taken care 
of, in large part, at the Pollak 
division plants, Kearny, N. J., 
which were recently acquired by 
Noma through its purchase of the 
Pollak Mfg. Company. 

Frigid-Freeze farm and home 
lockers will continue to be pro- 
moted through community locker 
plants, Frigid-Freeze centers and 
department stores associating 
themselves with the Frigid-Freeze 
“Related Selling” plan, and in- 
tensified efforts will be made in 
the commercial and institutional 
frozen food cabinet field. 


Candy Case Planned 


In the high-temperature re- 
frigeration category, this division 
will offer next year an air-con- 
ditioned candy case, a biological 
cabinet, and “when compressors 
and materials are more available” 
air conditioning units for home, 
store and office use. 

John M. Bess, president of Re- 
frigeration Corporation, has been 
appointed executive vice-presi- 
dent of the Noma appliance divi- 
sions, which include Estate-Heat- 
rola, Frigid-Freeze, Pollak and 
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K-D Lamp. All operations of 
Noma other than in durable house- 
hold goods are under the direction 
of Joseph H. Ward, executive vice- 
president of the parent company. 
The Noma division which he heads 
includes Noma lights, Noma plas- 
tic products, toys, Nuevo Indus- 
tries, Fleischaker and Baum, 
pressed products, the Glolite Cor- 


poration and the Ansonia  Elec- 
tric division. 
Principal items manufactured 


and sold by these divisions in- 
clude Noma Christmas tree lights, 
novelty lighting decorations, toys, 
dolls, mica dialectric capacitors, 
and Ankoseal cable and wire. Dis- 
tribution of these products will be, 
as heretofore, through jobbers, de- 
partment stores and chains, 


W. C. Bird Elected 


William C. Bird has been elected 
president of the Pro-phy-lac-tic 
Brush Company, New York, which 
is owned by the Lambert Com- 
pany. He joined the company in 
1930 as vice-president and general 
manager, and recently has been 
executive vice-president. He suc- ~ 
ceeds John L. Johnston, now chair- 
man of the board, as well as presi- 
dent of Lambert. 


Publishes Lumber Book 


To show how modern forestry 
practices, protection and cultiva- 
tion are making timber a per- 
petual resource, The Timberman, 
international lumber journal pub- 
lished in Portland, Ore., has issued 
an industry booklet, “Lumber—A 
Renewable Resource.” The booklet 
was prepared in cooperation with 
Simon & Smith, Portland agency. 


To Deutsch & Shea 


Sanborn Frozen Foods, Long 
Island packer of frozen food spe- 
cialties, has appointed Deutsch & 
Shea, New York. 
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Leadership In 
Department Store 
Sales Proves It. 


Compared with a 1945 index of 100, department 
store sales* in Worcester for January to July 1946 


to 126, a high spot among New 


England metropolitan centers. In Boston, the score 


New Haven 121, in Providence 121, 


in Springfield 116. This sales leadership is yours 
with complete coverage through the Telegram- 
Gazette — daily circulation in excess of 135,000 
and over 95,000 on Sunday. 


* Federal Reserve Bank of Boston 


th: TELEGRAM-GAZETTE 
oT WORCESTER, MASSACHUSETTS i 


GEORGE F BOOTH Pustisner- 
and ASSOCIATES, NATIONAL REPRESENTAT 
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Advertising Age, October 28, 1946 


INDUSTRIAL AD FILE—REF Mechan- 

ical Industries Desk File offered by REF 

Desk File Purchasing Systems, Detroit, 

which will make its debut in early 1947 
' in industrial plants. 


Industrial Ad 
File to Make 
Early 1947 Debut 


DetroITt—The first “business pa- 
per” to be “published” as a metal 
file using a card index system will 
be launched in early 1947 when 
REF Desk File Purchasing Sys- 
tems, Detroit, will place the REF 
Mechanical Industries Desk File 
in the offices of about 9,000 key 
men of about 7,000 industrial 
plants. 

The files designed along card 
index lines will be placed at no 
cost to the plants receiving them 
and will be renewed annually. Ad- 
vertisers who change products or 
specifications prior to the renewal 
of the file may change their copy, 
however. 

Advertising rates range from 
$395 for one side of one 5 x 8-inch 
file card (black and white) to 
$1,145 for six pages. Color (one 
color and black) begins at $470 
for one page and moves up to 
$1,415 for six pages. These rates 
prevail when the company does 
the printing. If advertisers wish 
to print their own cards they may 
deduct 15% from black-and-white 
rates regardless of the number of 
colors they use. 

Irving Beckman, who with Alex 
M. Beerbohm, heads the file com- 
pany, said that the file was de- 
signed following a two-year study 
of industrial advertising needs in- 
cluding a cross section survey. 

Promotion for the new file will 
be through business publications 
and direct mail, Mr. Beckman 
said. The organization has offices 
at 2011 Park Ave., Detroit 26. 


‘Sport’ Adjusts Rates 

Sport, published by Macfadden 
Publications, New York, has in- 
creased its circulation guarantee 
from 200,000 to 300,000, effective 
with the February, 1947, issue, 
and upped advertising rates as 
follows: Black-and-white page 
from $500 to $750, and back 
covers—four-color—from $1,000 to 
$1,500. Orders in by Nov. 10 will 
be protected at current rates until 
the April, 1947, issue. 


Abbott Promoted 


Moreton Abbott, who has been 
with Baker & Hosking, New York, 
since the agency’s formation earlier 
this year, has been appointed copy 
director. 


f 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


MORNING and SUNDAY 
Over 
500,000 Sunday, 
400,000 Daily 


L 


Names Brockett 


Earle C. Brockett has been ap- 
pointed general manager of the 
Canadian products division of 
Johns-Manville Corporation, New 
York, to be in charge of the sale 
in Canada of United States Johns- 
Manville products, as well as all 
Canadian manufacturing opera- 
tions of the company. 


NEC Appoints Tolleson 


Walter F. Tolleson, formerly on 
the advertising staff of the Los 
Angeles Times and advertising 
manager of Hollywood News, has 
been appointed assistant sales 
manager of the western division 
of National Broadcasting Com- 
pany. 


Pillsbury Names Maloney 


Wiley Maloney, formerly North- 
west*'news manager of the United 
Press in Minneapolis, has been ap- 
pointed assistant director of pub- 
lic relations of Pillsbury Mills, 
Minneapolis. 


Effective with the December, 1946, issue 
Industrial Marketing will be side-stitched. 
The trim-size will be increased to 8!/," x 
11144", the standard size recommended by 
the Associated Business Papers. Closing 
dates have been advanced as follows: 
Where copy has to be set, 10th of month 
preceding; plates for 2-color advertise- 
ments required 12th of month preceding, 


with color sample or ink number. Last 


forms close 15th of month preceding. 


1937 


ONE MILLION 


DAILY 


TWO MILLION 


SUNDAY 


MIGHTY MIRROR 


1946 


1945 


WING TO THE SHORTAGE OF NEWSPRINT, the Mirror is 
still rationing advertising, and still rationing circula- 
tion. The newsdealers never get as many copies as they can 
sell. Our foot is down on the brake. 
Yet, despite this brake, the Mirror is climbing uphill faster 
than ever. 
The figures for the six months’ period ending with Sep- 
tember show the following astounding facts: 


Daily Average 1,006,092 
Sunday Average 2,163,650 


City and Suburban Daily Average 888,876 - 
City and Suburban Sunday Average 1,216,110 


The DAILY City and Suburban average is greater than the 
total circulation for any previous similar period in Mirror 
history. 

The Daily Mirror’s circulation gain alone in the last ten 
years is greater than the total circulation of every other 


_ daily newspaper in the United States—except the thirteen 


largest. 
Size is one measure of power. Rapid, dynamic growth is 
another. Mighty Mirror has both. 


NEW YORK MIRROR 
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Banks Offered 
Radio Ad Series 


New YorK—To improve banks’ 
use of radio advertising, the ad 
department of the American Bank- 
ers Association has “packaged” a 
series of 30 recorded 41-minute 
dramatizations designed to give 
the public information about bank 
credit. 

The new radio package, with 
top-ranking artists handling the 
acting, was recorded by the Na- 
tional Broadcasting Company. 
ABA’s advertising committee said 
this series will be followed with 
others, “since radio advertising is 
a cumulative force.” The first 
bank or group of banking institu- 
tions in each community which 
orders the series will be given ex- 
clusive local rights. 

Oct. 14 was the release date for 
the transcriptions, and free sample 
recordings of four of the dramati- 
zations have been offered to sta- 
tions, which may use them in con- 
tacting local banks. The re- 


cordings, said the ABA committee, 
can be used as the core of a 15- 
minute program with library 
music supplied by the station, or 
as a five-minute broadcast with 
the bank’s announcement at either 
end. Each program in the series 
deals with a loan problem and 
shows how intelligent use of a loan 
from the bank provides the right 
answer. 


Promotes Kids’ Macaroni 


Ronzoni Macaroni Company, 
Long Island City, New York, will 
schedule newspaper, magazine, 
and spot radio campaign, through 
Emil Mogul Company, New York, 
to introduce Enriched Pastina, a 
macaroni cereal product made 
especially for children. The pro- 
motion will run through March. 


6th Plastic Section Out 


The Society of the Plastics In- 
dustry, New York, will issue the 
sixth chapter of its Technical 
Handbook early in November. En- 
titled ““Design of Molded Articles,” 
it deals with design problems and 
their solution in the average plant. 


if you want 
to cut a 
Kohinoor... 


... which is a diamond big as an egg, you go 


to a master lapidary. You'll find 


him a man in love with his job who knows a 


hundred tricks that ordinary craftsmen 


never learn. We know what offset printing can do 


because we have learned how to doit... 


and we’ve invented many technical tricks 


that add up to a quality result that merits a 


special name* For fine offset reproduction of 


copy and art that you are proud to sign, 


specify Veritone* 


C.M.&H. Offset Printing Co. + WHitehall 5957 
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OCTOBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


19 46—__,_ -———_19 45 —~ r 1946 er 1945 ~ 
Pages Lines Pages Lines id Pages Lines Pages Lines 
GENERAL STANDARD 
Ace Fiction Grp..... 8.5 1,960 8.0 1,750 | American Mercury .. 5.4 980 10.9 1,991 
American Magazine. 74.6 31,325 73.2 30,733 Atlantic Monthly ... 32.5 13,650 51.5 21,630 
American Forests.. 25.5 10.710 15.1 6,342 Harper’s Magazine.. 37.5 8,916 48.5 11,546 
American Home 82.1 51,916 75.0 47,375 - 
American Legion ... 28.0 11,761 29.0 12,167 Teteal Group. ...... 75.4 23,546 110.9 35,167 
Asia & the Americas 3.8 1,630 1.3 572 OUTDOOR 
Better Homes & American Rifleman.. 47.2 19,805 30.4 12,761 
Gardens Sida acta sane 109.0 68,885 70.2 44,359 Field & Stream ..... 97.4 41,781 78.0 83,458 
(Christian Herald 39.3 16,862 42.5 17,869 | Pur-Fish-Game ..... 27.4 11,735 22.0 9,439 
Columbia er er 6.4 4,385 8.5 5,760 +Hunting & Fishing. 28.9 12,381 29.0 12,192 
Cosmopolitan ....... 104.2 44,708 100.9 43,274 +Outdoor Life ...... 89.2 38,269 83.8 35,209 
*Dell Detective Grp. 19.5 8,371 sss tees Outdoors ........... 24.0 10,064 25.8 10,823 
Dun’s Review ...... 50.3 21,559 42.9 18,414 | +Sports Afield ...... 71.3 30,608 56.9 23,900 
MG ayave Wikie % $3s 6: 4. 13.3 5,816 16.8 7,037 
Esquire CIFGEI 55 5:0 146.4 98,364 106.2 71,359 Total Group ...... 385.4 164,643 325.9 137,782 
TOUMTGHBIOR 66 ksi aires 17.0 11,692 16.9 11,644 JUVENILE 
risa 170.0 107,440 200.0 126,400 +A ion Gi 1 15.8 6.784 18.8 7.878 
Grade Teacher, The. 48.2 21,255 89.2 17,293 | Vel\ation adventures ; 
House Beautiful .... 168.1 106,254 143.3 90,591 "“iatel meta? |G 688 
House & Garden 127.3 80,479 123.7 78,189 a See ' oo Gah BS ee oe 
Improvement Era 19.5 8370 18.2 7815 Boys Life a eiarhartate bu 24.9 16,943 23.4 92 
. , i*Calling All Boys... 7.6 Ser, Sex sisters 
ERGCEUCTOR .6c sce dae 36.4 24,879 33.5 22,913 ‘ oe Be 2'9 33.6 12.816 
Macfadden Men'sGrp. 20.9 972 36.5 10,983 | 'Calling All Girls + iw: eee 
Mechanix Illustrated 73.4 16,448 61.7 13,828 | Child Life .......... Bf ete ners 
Motor Boating...... a) 6 066 | Se eae aa | (aes bye 
National Geographic. 45.0 10,710 33.0 aa) oe Pe es 
¢Nation’s Business.. 53.6 22,974 79.9 33,551 | lyPolly Pigtails ..... Qe: a”: 
Nature Magazine 3.8 1,614 5.7 2,401 | True Comics ....... 3.1 1,183 0 ’ 
| SOP Fae 30.0 20,400 15.3 10,370 
Popular Mechanics.. 166.6 37,310 146.3 32,766 | 7°tal Group ...... —. a oS ee 
Popular Publications 12.8 2,867 18.9 4,231 WEEKLIES—SEPTEMBER 
Popular Science..... 144.5 32,371 140.0 31,360 | American Weekly 80.1 80,119 84.0 83,968 
Promenade ......... 78.2 33,530 79.2 33,976 Business Week ..... 292.8 122,968 377.2 158,444 
ee ENS 51.4 22,045 58.6 25.127 | Christian Advocate.. 15.8 6,630 17.2 7,241 
TUGCRTIGN © ..4 dics eni 8.5 3,650 16.0 6,744 et df — ae 221.9 150,924 216.0 146,885 
Scientific American... $:7 3,742 18.4 7,914 of rere Cor ere 103.3 44,333 125.6 53,892 
he), rr re 12.0 Bae “she. (shoes cPamily Circle ..... 47.0 20,172 63.2 27,093 
Street & Smith All Se ee ee 33.3 14,301 53.9 23,115 
Fiction Grp. ...... 6.0 1,116 4.0 744 Oe ee eee ee 25.7 26,961 61.0 37,165 
| ee ee ere 64.0 26,860 43.3 18496 | Ulberty .. 1.6.6 see. 85.4 36,647 192.3 82,511 
Thrilling Group . te 2,968 17.9 ree eS Se errerr er 379.2 257,887 296.2 201,435 
Town & Country.... 252.8 169,862 168.3 113,092 See eee 70.2 47,705 76.6 51,678 
co, eee ce ree 63.8 27,371 46.0 19,748 cig aba Pa dk ae e 305.4 128,253 255.8 107,432 
Woodmen of the New Yor imes 
°° ear 7.6 3,279 5.4 2,270 | Magazine ......... 173.1 147,118 128.2 109,001 
pg ot) ee ee 98.3 57,800 102.5 60,270 | New Yorker ........ 276.9 ee "is gg 
ejPathfinder........ 31.8 3, 59. ,886 
Total Group ...<.. 2,573.0 1,290,150 2,345.3 1,157,103 | PREMIO patectacecawn 23.5 16,858 44.5 31,838 
WOMEN bSaturday Evening 
0 ee eee eee 200.0 85,800 170.2 73,001 i. ee ere re 384.2 261,233 337.9 229,794 
NEE? Stee vxeeccs 270.5 . 116,044 183.2 78,578 | bSaturday Review of - 
Good Housekeeping. 182.2 78,148 152.6 65,446 | Literature ......5. 53.1 22,783 77.8 33,370 
Harper’s Bazaar 302.7 191,278 189.7 119,894 | SGHOIABTIC 21 sscccass 28.4 11,914 24.9 10,477 
PIOUGNYS Movie cacs 21.1 16,000 25.8 19,552 | *This Week Maga- 
Household ......... 25.2 19,171 23.0 15,664 | BING cts seuecaisns 53.8 45,757 50.2 41,409 
q*Junior Bazaar .... 158.5 100,172 ayy) ore WE 6 5 W¢ 8K KK 371.3 155,965 286.5 120,312 
Ladies’ | United States News. 154.6 64,919 207.9 87,314 
Home-Journal 154.4 104,997 129.7 81,384 | 2 id =e 
Mademoiselle ....... 226.0 96,954 204.0 87,516 | Total Group ...... 3,210.8 1,795,827 3,283.0 1,775,141 
BRCGCON SD bas tadvswess 99.2 67,483 88.0 59,817 | 
Modern Romances | *Not included in totals. 
COEEES: 24.5609 2 nastes 49.4 21,202 71.4 30,647 +Page size changed since last year. 
Modern Screen (MM) 58.0 24,876 ton 33,078 aFirst issue September, 1946. 
Motion Picture (F).. 64.0 27,438 74.8 32,096 tIncludes space in issues sold in combination with 
Movieland .......... 31.2 13,396 42.6 18,288 | Heroic and Jingle Jangle, bi-monthly. 
WEOWIG TAGE 6 cksvacn 37.0 15,873 41.7 17,881 bFour issues 1946; five issues 1945. 
MOVIG BROW «2.4.55 29.9 12,844 47.9 20,551 cOne issue 1946; four issues 1945. 
Movie Stars Parade. 37.1 15,901 42.7 18,300 dFive issues 1946; four issues 1945. 
Movie Story (F) 61.9 26,567 70.6 30,308 eNow published bi-monthly. 
DEON, och ond 42aeee 37.3 16,016 41.7 17,871 fThree issues 1946; two issues 1945. 
Parents’ (N. Y. Metro gPublished every other week. 
MMR cp ibccnecudrns 110.3 47,321 137.6 59,026 “iret issue November 1945. 
Parents’ (Nat'l) 104.9 44,993 132.3 56,737 hSept.-Oct. issues combined. 
Personal Romances . 34.9 14,959 38.6 16,541 iFirst issue January 1946. 
Photoplay (Mac) ... 73.9 31,721 74.0 31,755 | : i 
Radio Mirror (Mac). 43.8 18,796 52.6 22,560 | CANADIAN , ; 
*Real Romances .... 20.4 8,784 31.5 13,547 | Pages Lines Pages _ Lines 
*Real Story ......... 20.4 8,784 31.2 13,404 | / 1946 c 1945 . 
Screen Guide ....... 27.9 18,965 29.1 19,808 | Canadian Home 
Secreenland Unit 32.7 14,032 55.0 23,583 Journal Tee T ere 62.2 42,323 60.3 41,011 
Screen Romances ... 48.9 20,990 69.4 29,782 | Canadian Homes & 7 - 
Ce i 20.3 8,670 23.0 10,233 Gardens .......--. 65.4 43,942 40.8 27,440 
Seventeen .......... 187.1 127,243 101.4 68,964 | Chatelaine ......... 59.9 40,706 55.0 37,423 
Today’s Woman .... 18.1 7,747 23.8 10,213 | “Liberty ........... 47.0 - 20,167 48.0 20,764 
True Confessions (F) 67.2 28,836 77.0 33,015 a (2 issues). oe aa cas ig pepe 
True Experiences MAYTAIP 2. cece reeeee ° 0,040 of ov¥, ‘ 
(Mac) i ie arene 48.2 20,682 53.5 22,943 | National Home 
True Love & Monthly eeeceseces 52.4 35,613 47.9 32,549 
Romance (Mac)... 47.2 20,270 53.5 22,947 | New World ......... 38.7 26,318 34.3 23,349 
True Romances (Mac) 52.2 22,383 59.3 25,435 | Revue Moderne, La.. 42.1 28,636 31.0 21,079 
True Mtory i... sss 78.4 33,646 91.6 39,316 Revue Populaire, La. 41.1 28,787 32.2 22,543 
Vogue (2 issues).... 476.8 301,367 275.3 173,973 | *“Samedi, Le ........ 46.2 32,347 36.1 25,280 
Woman’s Day ...... 54.8 23,492 49.9 21,390 . cam 5 aaa e nar 
Woman’s Home Total Group ere TT 639.7 423,670 539.9 355,750 
Companion ....... 97.4 66,252 81.8 ose: | °° 
*September linage. 
Total Group ...... 3,512.1 1,820,293 3,145.4 1,563,730 | 7Four issues 1946; five issues 1945. 


Heads Chicago Office 


Robert W. Ferguson, formerly 
salesman in charge of the Des 
Moines territory for Home Prod- 
ucts Sales Corporation, New York, 
has been promoted to _ district 
manager of the Chicago office. 
Home Products is the selling or- 
ganization of Taylor-Reed Corpo- 


ration, Mamaroneck, N. Y., mdnu- 


facturer of Cocoa Marsh, Tumbo 
pudding and Q. T. pie crust. 


Writes Photography Book 


“Careers in Photography,” writ- 
ten by C. B. Neblette and pub- 
lished by Ziff-Davis Publishing 
Company, Chicago, ($2.50) is a 
new book about the importance 


and value of photography in ad- 


vertising and the pictorial prob- 
lems of advertising art. 


Opens New York Branch 


Leon S. Golnick & Associates, 
Baltimore agency, has opened a 
New York office at 1440 Broadway. 
Norman Gladney, in charge of the 
agency’s metropolitan activities, is 
manager of the new office. 
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‘Miracle’ Ad Test 
Was Satisfactory, 
Publisher Reports 


NEw YorK — Prentice - Hall’s 
novel advertising test for its 
“Miracle of the Bells” proved 
effectively that book advertising 
in medium-size cities can greatly 
increase book sales, the publish- 
ing house reports. 

From Sept. 8 to 22 the Russell 
Janney novel was advertised in 
Richmond, Va., by radio spots, 
newspaper ads, direct mail and 
window displays, and promoted 
by Mr. Janney himself in speak- 
ing engagements. In Dayton, only 
newspapers were used and no un- 
usual efforts were made by 
Prentice-Hall to promote the book 
locally. In Oklahoma City, no 
local advertising effort was used. 
Sales in all three cities were 
checked and interviews were made 
later to determine results of the 
promotion (AA, Sept. 9). 

The sales survey showed that 
the book sold much better in 
Richmond and Dayton than in 
Oklahoma City during the trial 
period. K. S. Giniger, P-H pub- 
licity director, said the leading 
book retailer in Richmond 
more copies of “Miracle” than it 
had sold of any other book handled 
in a similar period. 


Truck Strike Interfered 
The test nearly failed, Mr. Gini- 


ger indicates, because of the New 


York truck strike, which delayed 
shipments of the books. Many 
shops had no copies throughout 
the test period. 

The survey following the test, 
made by Fact Finders Associates, 
reveals that in Richmond 21.1% 
of the public had heard of the 
book. In Dayton 27.7% had heard 
of it, and only 5.9% had in Okla- 
homa City. 

Of those in Richmond who had 
heard of the novel, more than a 
third said they had heard of it 
by radio; about a fourth named 
point of sale; less than a fourth 
named newspaper and magazine 
reviews, and a slightly smaller 
percentage named newspaper ads. 

In Dayton, nearly half had 
heard of the book from newspaper | 
ads, the others crediting point of | 
sale, “word of mouth” and re-| 
views. 

A final report by Prentice-Hall 
on the result of the test will be) 
made public “to those interested,” | 
Mr. Giniger said. 


Rhinelander Ups Pradt, | 


Appoints Nahser Agency 

Rhinelander Paper Company. | 
Rhinelander, Wis., has appointed | 
Alan E. Pradt director of adver-| 
tising in addition to his duties as | 
head of the company’s coated | 
paper sales. | 

Frank C. Nahser, Inc., Chicago, | 
has been appointed to handle) 
Rhinelander’s advertising account. | 


| 


Dyson Succeeds Bray | 


J. B. Dyson has been appointed 
manager of McCann - Erickson’s 
Santiago office, succeeding Wil-| 
liam H. Bray, transferred to the. 
agency’s new office in Lima, Peru. | 


| 


Le promote sales of any 
product sold through office 
supplies dealers use the indus- 


try's own trade paper. 


Ask for new 
Trade Summary 


SEU THEN 


odern stationer 


250 5th Ave., New York 1. 
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‘Iowa Business’ Bows 


Iowa Business, a new monthly 
magazine published by Business 
Magazines, Inc., 1000 Fleming 
building, Des Moines, was launched 
with the October issue. Russell F. 
Lundy is president of the com- 
bead and E. L. Lundy, secretary. 


Transfers to Yankee Net 


Transfer of Station WONS, 
Hartford, from the State Broad- 
casting Corporation to the Yankee 
Network, owner of State Broad- 
oer. has been approved by 
FG. 


Kremer Nemes Ward 


John Ward, engaged in adver- 
tising agency work in Memphis 
for the past seven years, has been 
appointed copy director of Merrill 
Kremer, Inc., Memphis. 


63 


Martineau Joins WKBR 


Robert T. Martineau, formerly 
sales assistant to Linus Travers, 
executive vice-president of the 
Yankee Network, has been ap- 
pointed assistant manager of Sta- 
tion WKBR, Manchester, N. H. 


INDUSTRY 


Drug & Cosmetic 


Two More Join ABC ; 


Two 250-watt Michigan radio 
stations, WKBZ, Muskegon and 
WKLA, Ludington, will affiliate 
with the American Broadcasting 
Company Nov. 1. This will boost 
ABC’s total number of outlets 
to 226. 


Covers an industry with 
a bright future in ex- 


panding world markets. 


Becomes All-Day Paper 


Effective Nov. 4, 1946, the New- 
ark Star-Ledger will become a 
morning and evening paper. At 
present the paper is published 
mornings and Sundays. 


. 3 
ee 


Also Publishers of Beauty Fashion 


r 


We believe in promotion because it means selling 
power ...a quicker build-up for your program and 
your advertising message. Obviously, the more pro- 
motion, the greater the audience . . . adding up to 
more sales for advertisers who use WGAR, the 
Friendly Station, in Cleveland. 


Edward Petry & Co., National Representatives 


Spectacular paint board on an east side 
traffic artery supplements 24 sheets and 


radio audience. 


a 


awe 


These posters in the adver- 
tiser’s stores catch the eyes 
of customers and build a 


is seen by 147,311 persons daily! 


tS ME RS BEB EEO BE: Se GE ARERR i SiR 


These car cards on 
one thousand Cleve- 
land streetcars 
feature a new show 
weekly. 


These cards in schools and 
public places capture popu- 
lar interest to get a listening 


di . ee om 
au oe Ske 
Lb Ns 


This west side Spectacular 
is seen by 128,405 persons 
every day. 
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Executives 
Edition 


GROCERY EDITIONS =“ =—™~ 


Two magazines * One Plate * One Rate Edition 


Executives 
Edition 


Chain Store Age 


VARIETY EDITIONS 


Two magazines * One Plate + One Rate 


i Managers 
7 a 
Edition 


Executives 
Edition 


Chain Store Aye 


DRUG EDITIONS  —“~ 


Two magazines * One Plate * One Rate 


“Sy Managers 
' Edition 


Nin A — — 


ADMINISTRATION COMBINATION 


This advertising unit includes the Grocery, Variety and Drug 
executives editions plus the Administration Edition, a separate 
magazine reaching executives of apparel, shoe, hardware and 
miscellaneous chains. One plate, one rate for the combination. 


Chain Store Age 


FOUNTAIN- a 
RESTAURANT 


This is a separately bound section distributed to selected sub- 
scribers to the Drug Executives and Store Managers Editions 
and the Variety Store Managers Editions. 


Chain Store Age MAGAZINES WEAR 
THE ABP-SYMBOL OF INTEGRITY 


CHAIN STORE AGE has not 
only participated actively in the 
ABP program to help business 
paper advertisers. It has also, 
in its own selling, promoted the 
use of intelligent business paper 
advertising. 


THE SEAL of the Associated 
Business Papers is more than a 
pretty design. Behind it moves 
a spirit of devotion to a worthy 


purpose. 


CHAIN STORE AGE is proud of 
its support to that ABP pur- 
pose: To increase the usefulness 
of business publications for 
subscribers and to help adver- 
tisers get a bigger return on 
their investment. 


CHAIN STORE AGE 


185 MADISON AVE., NEW YORK 16 
612 No. Michigan Ave., Chicago11 * 520 W.7thSt., Los Angeles 14 


YOU WILL find it an advantage 
to know the CHAIN STORE 
AGE specialist in your particu- 
lar market. 


Home Builders Ask 
Price Decontrol, 
Adequate Supplies 


Wyatt Maintains 
Pace Quickening; 
Plan Aluminum Homes 


WASHINGTON — Home _ builders 
have taken up the chorus where 
the meat industry left off, and are 
now serenading Housing Admin- 
istrator Wilson Wyatt with the 
ditty that there can be no steady 
flow of building materials while 
OPA stands in the way. 
According to the builders, OPA 
mishandling of prices has driven 
standard low cost building ma- 
terials off the market, created black 
markets, and produced artificial 
costs. 

“Removal of price controls from 
building materials will result in 
lower costs for completed homes 
by assuring a dependable flow of 
materials and eliminating delays 
occasioned by shortages,” the 
home builders say. 


Favor Priority System 


Burned once before, the home 
builders have not asked for Mr. 
Wyatt to discard the tight priority 
system which steers materials 
away from other kinds of con- 
struction, 

But a long meeting between Mr. 
Wyatt and directors of the Na- 
tional Association of Home Build- 
ers resulted only in reiteration of 
the claim that there can be no 
normal flow of materials while 
OPA is in the picture. 

The housing administrator 
walked confidently from the White 
House the day after meat control 
ended, assuring reporters that the 
President agreed that price and 
other controls must remain on 
housing. 

His organization claims statistic- 
ally that supplies of building ma- 
terials are picking up. Increases 
ranging up to 99% were noted in 
four industries now getting gov- 
ernment subsidies. Mr. Wyatt says 
three times as many homes were 
completed last month as in Jan- 
uary. 


Pushes Aluminum Homes 


The Wyatt organization is con- 
centrating on negotiations for pro- 
duction of 100,000 factory built 
aluminum homes, which it hopes 
to produce in aircraft plants in 
1947, with the government guar- 
anteeing a market. 

Under two “guaranteed market 
contracts” already signed, Home- 
ola Corporation, Chicago, is build- 
ing 19,400 plywood homes at a 
rate which will eventually reach 
100 a day. A second contract with 
William H. Harmon Corporation, 
Philadelphia, calls for 10,000 steel 
homes. 

Steel homes are to come in eight 
types, including five three-bed- 
room types and three two-bedroom 
types. Including land, two bed- 
room homes are to cost $6,000, the 
larger three-bedroom home $7,500. 
Harmon hopes to reach 1,000 a 
month by May, 1947. 

If aircraft manufacturers accept 
the “guaranteed market’ plan 
under which government promises 
to pay 90% of costs f.o.b. of any 


of aluminum would go into prefab 
homes in 1947. 


Aluminum Sheet Promised 


At an industry advisory com- 
mittee meeting last week, the 
aluminum industry had some mis- 
givings whether it could provide 
the necessary sheet without de- 
priving other customers of their 
needs. When one firm promised 
to double its sheet output in an- 


unsold homes, 375,000,000 pounds |: 


Advertising Age, October 28, 1946 


SEPTEMBER SALES OF CHAIN STORES 


7——September———_, % Gain ———-9 month period ——_, % Gain 
1946 946 1945 


1945 or Loss ! or Loss 

Food Chains 
BE EER ery $ 7,551,125 $ 4,558,589 +65.6 $ 55,583,263 $ 40,909,543 +35.9 
Kroger Groc. & Bak.Co. 47,764,693 30,769,458 -+55.0 366,290,646 300,814,938 -+22.0 
ee Ee rerre re Terre 64,007,283 53,077,598 -+20.6 624,897,575 494,059,609 +26.5 
Group Sate! peas tees $119,323,101 $ 88,405,645 +35.0 $1,046,771,484 $ 835,784,090 +25.2 

ail Order ‘ 

aSears, Roebuck ......... $148,455,884 $ 81,756,568 +81.6 $1,017,571,033 $ 622,020,573 +63.6 
OS eee eee 11,240,534 5,830,629 +92.8 73,097,544 45,992,605 -+58.9 
aMontgomery Ward ..... 94,005,156 55,173,586 -+-70.4 632,786 864 414,140,057 +52.8 
Group Total ........... $253,701,574 $142,760,783 +77.7 $1,723,455,441 $1,082,153,235 +59.3 

Drug Chains 
SUR og cose sci selene Oa $ 1,160,660 $ 1,007,592 +15.2 $ 14,515,110 $ 11,863,030 +22.3 
WRENN osc cs cs. eunes 12,168,816 9,726,238 +-25.1 104,177,083 85 637,357 +21.6 
Group Total. .......... $ 13,329,476 $ 10,733,830 +24.2 $ 118,692,193 $ 97,500,387 +21.7 


6,991,576 $ 3,782,811 +84.8 $ 49,183,293 $ 32,374,928 +51.8 


Butler Bros. ............+- 14'527:792 9,183,784 +58.2 ‘115,639,487 87'515.993 +32.1 
Consolidated Retail Stores 2:944'379 2'305,154 +27.7 22'733,787 17:700:146 +28.4 
bDiana Stores ........... 092,681 969.915 +12.7 2'200'961 1'970;165 +F11.7 
NS ade sc 5'387.63 4,190'584 +28.6 47.512.706 38'501'99% +23.4 
MR WE Wiscs asa ccs ens 16.104'528 —-13.345'973 +20.7. —-'141'191'225 —119'539'611 +18.1 
MM A Go ccs esnce 5'674.697 4.893.408 +16.0 46392568 40,842,182 +13.6 
BE ee cass oicne 18,546,932 16516124 +12.3  164.290:628 —149.954'946 +95 
TN I cos cya ys 11'195.755 9,197,008 +21.7 99,945,449 84'845'864 +17.8 
Lane Bryant, inc.......... 4:064,894 —-3.789'537. +27.4 33,177,834 26,636,819 +24.6 
BT cot iiaaseceens 7:039:225 69691426 +1.0 61,746,489 58:544.289 +5.5 
NN ie sah 5h viet hi 6377529 5.126.022 +244 55,411,106 —47.9731654 +15.5 
aMcLellan Stores ........ '684'046 3300487 +11.6 29:199'775 25'637,157 +13.9 
Melville Shoe Corp....... 4'786,736 «3.711.730 +28.9 43,870,789 27'202'432 +61.3 
ey Ren 7'804:155 6.761902 +15.4 73,575,900 64'964'940 +13.3 
Neisner Bros. ............ 3317.15 2.845.332 +16.6 30,175,284 26,078,817 +15.7 
Newberry, J. J...... “).2.g'589'481 7600073 +13.0 74/061 '282 67,496.917 +9.7 
oie ay -SRe 56,894,140  46,529:747 +22.3 446,479.102 366,386,232 +21.9 
Sterchi. Bros. Stores...... 1' 100,450 614.319 +79.1 9'213,639 5101323 +80.6 
Western Auto .........-. 8,603,000 5,258,000 +63.6 74,453,000 38,100,000 +95.4 
Group Total ........... $194,726,749 $156,891,336 +24.1 $1,620,454,304 $1,327,388,411 +22.1 

Combined Total ....... $581 ,080,900 $398,791,594 +45.7 $4,509,373,422 $3,342,826,123 +34.9 


aEight month period. 
bTwo month period. 
cTwelve month period. 


ticipation of 37,000,000 pounds a 
month demand by the third quar- 
ter, possibility of important di- 
version disappeared. 

Mr. Wyatt reported he was ne- 
gotiating with Andrew Higgins, 
New Orleans, on a “package” con- 
taining panel units for walls, par- 
titions and ceiling of a house, floor 
tile for bathrooms, window frames 
and sash, gutters and incidentals. 
With other firms producing the 
remainder, it‘would result in 10,- 
000 three-bedroom bungalow 
homes costing as little as $6,500. 
At least six aircraft companies 
are involved in the plan for 100,- 
000 aluminum homes. They are 
Douglas, Consolidated, Goodyear, 


McDonnell, Glenn Martin and 
Howard Hughes. Retail price of 
the prefabricated aluminum home 
would run from $5,000 for two 
bedrooms to $8,000 for four bed- 
rooms. 


Ogden Heads Sales 


Gordon A. Ogden, recently dis- 
charged from the Army air forces, 
and before that vice-president of 
Mary Dunhill, Inc., and Alfred 
Dunhill of London, has been ap- 
pointed general sales manager of 
Lady Esther Ltd., Chicago. 


To Spitzer & Mills 


Canadian Breweries, Toronto, 


has appointed Spitzer & Mills, To- 
ronto, to handle its advertising. 


* one contract 
* one copy job and 


* One set of original 
plates (per insertion) 


* one monthly statement 


interest via its local news content, 
status. 


COOP 


ALABAMA, Journal of 
Med. Assn. of 


ARIZONA Medicine 

ARKANSAS Med. Society, 
Journal of 

CRT omen and Western 


CONNECTICUT State Med. 
Journal 

DELAWARE Med. Journal 

DISTRICT OF COLUM- 
BIA Med. Annals of 

FLORIDA Med. Assn., 
Journal of 

GEORGIA, Journal of Med. 
Assn, of 


HAWAII Med. Journal 


Journal o 


Jour’ 
TERT 


35 member 
Journals ADVERTISING BUREAU 
below. 535 N. Dearborn Street @ Chicago 10, Illinois 


tewA State Med. Soc., Journal 


0 

KANSAS Med. Soc., Journal of & Alaska) 

KENTUCKY Med. Journal OHIO State Med. Journal 
MAINE Med. Assn., Journal of OKLAHOMA State Med. Assn., 


the 
MICHIGAN State Med. Soe., 


Journal o 
MINNESOTA Medicine 
a Med. Assn., 


NEBRASKA State Med. Jour- sour 


na 

NEW ENGLAND Journal of Assn., Journal 
Med. (Mass., New Hamp.) 

NEW JERSEY, Journal of Assn., Journal of 
Med. Soc. of 


5 . o T 
NEW ORLEANS Med. and VIRGINIA Med. Month 
Surgical Journa 
INDIANA State Med. NORTH CARO 
Assn., Journal of nal 


Whether You Use All 35 Official State Journals — or 
Just One — Your Advertising Calls for Only: 


THE MASTER KEY that unlocks 
this multiple medical market is the 
Cooperative Medical Advertising Bu- 
reau—functioning under the sponsor- 
ship of the American Medical Asso- 
ciation. 


Every Journal belonging to the 
Bureau is published by its own State Medical Association . . 
every member physician in the 42 states represented . . . stimulates 


. reaches 


exerts influence through its official 


Finally, the Bureau expedites your entire state medical advertising 
program by reserving space, ordering and delivering your plates to 
publishers and billing all costs. Through the Bureau, you may readily 
extend your coverage as the sales and distribution picture shifts. One 
transaction, ome continuing contact, a nation-wide market. 


Readership data and details on the State Journal Group are ready for 
closer examination upon your request. 


ERATIVE MEDICAL 


NORTHWEST MEDICINE 
{Gregen, Washington, Idaho 


Journal of 
PENNSYLVANIA Med. Jour- 


na 

RHODE ISLAND Med. Journ 

ROCKY MOUNTAIN Med. 
Journal (Colo., Utah, Wyo., 


Mex.) 
UTH pone Ss NA Med. 
o 


onthly 
WEST VIRGINIA Med. Jour- 


| 
LINA Med, na 
WISCONSIN Med. Journal 
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‘Good House’ Tells 
Results of Fourth 
Audience Study 


New YorK—On the heels of 
Life’s eighth magazine audience 
survey (AA, Oct. 7) Good House- 
keeping has released its fourth 
study of women’s magazines, con- 
ducted by the same Magazine 
Audience Group which supervises 
the Life study. 

The survey interviewed 12,249 
women, and is broken down in 
reader classification by persons 
“reading one or more items” and 
“persons reading 10 or more 
items.” As in the Life study, con- 
fusion control was eliminated by 
questions designed to put the re- 
spondents into a frame of mind 
“which would prompt their tell- 
ing the truth.” 

The interviews were made with 
copies of magazines approximately 
three months old, and interviews 
started in late February, continu- 
ing through early May. 

Advertisements were not count- 
ed for readership “because of the 
difficulty of tying them to the 
magazine shown. Even though an 
advertiser might be interested pri- 
marily in advertisements, they 
cannot be used directly as a gauge 
for the readership of a certain 
magazine, since the advertisement 
may also have appeared in some 
of the other magazines. That is, 
the readership of a certain adver- 
tisement does not necessarily in- 
dicate readership of the particular 
magazine in which it was shown.” 

The study reports that for the 
four women’s magazines tested, 
Ladies’ Home Journal, McCall’s, 
Woman’s Home Companion and 
the sponsor, the total combined 
audience reading one or more 
items was 18,600,000, for 10 or 
more items, 17,950,000. 


Chicago Airlines 
Deliver Tickets 


Airlines serving Chicago have 
contracted with Cannonball 
Bonded Delivery Service to or- 
ganize and operate a consolidated 
airline ticket delivery service. 
Under the new system, airlines 
will deliver reservations anywhere 
in the city or close-in suburbs, 
accepting checks, cash or script 
in payment. 


Names Klitten & Thomas 


Universal Microphone Com- 
pany, Inglewood, Cal., has ap- 
pointed Klitten & Thomas, Los An- 
geles, to handle a campaign for 
the company’s electronic prod- 
ucts. Business papers and maga- 
zines will be used. 


Increases Ad Rates 


Effective with the Nov. 1, 1946, 
issue, Pacific Builder & Engineer, 
Seattle, will increase its basic page 
rate from $150 to $180. 


Appoints Williams 

J. Bryan Williams Jr. has been 
appointed to the executive sales 
staff of Stamford, Conn., division 
of Yale & Towne Mfg. Company. 
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Kirksey Opens Office 
George Kirksey, who has been 
handling public relations in Hous- 
ton since April, following his 
separation from the Army, has 
established offices at 1401 Second 
National Bank building, Houston. 


Tool Builders Elect 


Herbert H. Pease, president of 
New Britain Machine Company, 
New Britain, Conn., has been 
elected president of the National 
Machine Tool Builders’ Associa- 
tion. 


Recorder Names Agency 


Brown -Crane Wire Recorders, 
Inc., Chicago, manufacturer of 
wire recording and playback ma- 
chines, has appointed Gotsch & 
De Ville, Chicago, to handle its 
advertising. 


Airlines Tell 
Public About 25% 
‘No Show’ Penalty 


NEw YorK—The Air Transport 
Association last week placed a 
single-shot 500-line advertisement 
in 90 newspapers across the coun- 
try to announce that after Oct. 15, 
airline passengers who fail to use 
reservations will be fined 25% of 
the cost of their tickets. 

The copy was forecast by an 
earlier insertion which told pas- 
sengers on round trips and con- 
necting flights that they had to 
confirm their reservations within 
three hours of flight time to make 
them valid. In releasing the an- 
nouncement, ATA said its practice 


was approved by the Civil Aero- 
nautics Board and paralleled the 
railroads’ new practice of penaliz- 
ing train passengers who neither 
cancel nor use reservations. 


Erwin, Wasey & Co. is the 
agency. 
Hughes to Manage Masco 


Sherman K. Hughes, previously 
with Jenson Mfg. Company, Chi- 
cago, has been appointed general 
manager of Mark Simpson Mfg. 
Company, Long Island City, N. Y., 
manufacturer of Masco sound sys- 
tem. 


McDonnell to Compton 

Robert McDonnell, formerly 
with Young & Rubicam, New York, 
has jojmed Compton Advertising, 
New York, as a supervisor in the 
art department. 


GLENFIELD 
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Its not Your Headache... or isitT 


When an advertising man specifies paper to carry a sales 


message, he’s pretty apt to think in terms of the char- 


acter of the stock. Apt to be overlooked is the stamina 


of the paper on the press. 


Why not get both character and stamina? Why not 


make it easier for your printer to give your job the full 


sales impact desired, by specifying papers that combine 


these qualities? Papers that invite realistic reproduction 


without exacting a premium in printer's skills, 


(ELA Vqpote— 


THE CHILLICO 


CHILLIC 


By making his job easier—you make your job better! 


That’s a fair trade in any language. Try it. 


CHAMOIS TEXT e 


Moker of a distinctive line of fine papers for many uses, including 


such distinguished stocks as 
LOGAN AND ADENA OFFSET AND 
CHILLOTINTS 


GREETING CARD PAPETERIES 
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Acquires Canton Glass 


Horace C. Wright, chairman of 
Chicago Flexible Shaft Company, 
and his son, William M. Wright, 
have purchased the majority in- 
terest in Canton Glass Company, 
Marion, Ind., ‘formerly held by 
Leonard Dreyfuss, president of 
United Advertising Corporation, 
Newark. Mr. Dreyfuss, who had 
been president, will be succeeded 
by Erle Kightlinger, for many 
years vice-president and general 


manager. Mr. Dreyfuss will con- 
tinue his stock interest in the 
company. 


Bragno to Bishop 

Bragno & Co., Chicago, wine 
maker, has placed its advertising 
with William S. Bishop Company, 
Chicago. Newspapers, magazines, 
=" posters and radio will be 
used. 


Hare Now Agency 

Hare Studios, Boston, which for 
35 years has functioned as an art 
service, has entered the national 
field, set up as an advertising 
agency under the name of Hare 
Advertising Agency. 
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Back on KFI for its seventh con- ; 
secutive year isthe outstanding '! 
Public Interest program for youth | 
— ‘THE Boy SCOUT JAMBOREE: | 
Airing at 3:30 p.m. Saturdays, the 
1946-47 series of this feature will , 
be built almost exclusively upon | 
remote broadcasts from Junior | 
High Schools throughout Southern —, 
California. The student body at | 
each school from which “THE Boy} 
SCOUT JAMBOREE” will originate 
is to select their foremost boy lead- | 
er, who will participate in the | 
broadcast. The established format 
of the program includes a variety ' 
of Scouting projects, community | 
singing and a well-loved comedy | 
routine involving Herman & Sam 
— two Scouts who couldn't happen. , 
Station KFI is taking “THE Boy | 
SCOUT JAMBOREE” to the schools! 
this year to further stimulate inter- , 
est among youngsters in the Scout | 
movement, which is an open road! 
to the reduction of our paramount 
social problem of juvenile delin- | 
quency. The programs are written 
and announced by KFI’s Public 
Service Director, Jimmy Vandiveer. 
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ABOUT JOAN SCHAFER 


On KFI's participating program, 
“WHAT Do You SAy?” (Mon. 
thru Fri. 10:30 a.m.) , emcee JOAN 
SCHAFER read a letter from an ex- 
GI who offered his house trailer for 
sale to any other ex-G] at a reason- 
able price. This announcement im- 
mediately brought over 250 phone 
calls, jamming KFI’s switchboard 
for two hours. Why not ask KFI or 
Edward Petry Co. what Joan can do 
for a client of yours? 


; CLEAR CHANNEL 
640 ; 3 


win OPT 2 
Sparse ©. Gang. ne 


NBC for tos ancttes 


Represented Nationally by Edward Petry and Company, Inc 


ARF Expands | 
Technical Body 
from 4 to I] 


New York — The Advertising | 
Research Foundation has enlarged 
its technical committee from four | 
to eleven members, due to in-)| 
creased research activities, Stuart 
Peabody, chairman of the board, | 
has announced. 

The committee, which reviews 


and approves all research pro- 
cedures of the Foundation, is com- 
posed of six agency and five ad- 
vertiser members. Otis A. Ken- 
yon, Kenyon & Eckhardt, is chair- 
man. The original technical com- 
mittee, appointed in 1941, was 
composed of Dr. George H. Gallup, 
Young & Rubicam; David E. Rob- 


‘inson, La Roche & Ellis; Dr, D. P. 


Smelser, Procter’'& Gamble Com- 
pany, and H. M. Warren, National 
Carbon Company. They continue 
to serve on the committee. 


Other members are Robert B. 
Brown, Bristol-Myers Company; 
Robert T. Browne, Pillsbury Mills; 
John Caples, Batten, Barton, Dur- 
stine & Osborn; Arno H. Johnson, 
J. Walter Thompson Company; 
John F. Kurie, M & M Ltd., and 
Dr. Wallace H. Wulfeck, Federal 
Advertising Agency. A. W. Leh- 
man, managing director of the 
Foundation, and Dr. D. B. Lucas, 
technical director, 


committee. 


serve aS ex-. 
officio members of the technical | 


Advertising Age, October 28, 1946 


Plugs Curtains by Mail 


Margaret Wilson, Inc., Provi- 
dence, newly formed direct mail 
company, has launched a magazine 
test campaign of 630-line copy in 
the Christian Science Monitor and 
Grit for its curtains. Subsequent 
advertisements will cover -other 
Margaret Wilson products, includ- 
ing draperies, window _ shades, 
yarn, lampshades, ready - made 
slipcovers, and Venetian blinds. 
W. Earl Bothwell Advertising 
Agency, Pittsburgh, handles the 
account. 
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Advertising Age, October 28, 1946 


British Show 
Postwar Products 


Lonpon—Britons, anxious to see 
what their country can make for 
both export and domestic mar- 
kets, are flocking to see an esti- 
mated 5,000 articles being dis- 
played now at a “Britain Can 
Make It” show here. 

Selection of the articles shown 
was made from a group of some 
20,000 made by about 4,000 firms. 


The choices were made by a num- 
ber of committees including de- 
sign experts, prominent retail 
buyers, architects and others. 
Exhibitors stressed the fact that 
the exhibition was not to be con- 
sidered a trade show. Its primary 
function, they said, is to dem- 
onstrate the meaning of British 
production standards and to raise 
the prestige of British trade and 
industry in the world market. 
Visitors realized with some mis- 
givings that the items shown 


would be a long time, in some 
cases years, in coming home for 
sale to Britons themselves. 


Aluminum Firm to Jarvis 

Albert Jarvis Ltd., Toronto, has 
been appointed to direct the ad- 
vertising of Super Health Alumi- 
num Company, Toronto. 


Bauer Handles Bank Ads 
Broad Street Trust Company, 

Philadelphia, has named Adrian 

Bauer Advertising Agency, Phila- 


delphia, to handle its publicity and 
advertising. 


Butter Group to Meet 


The 38th annual convention of 
the American Butter Institute will 
be held in the Morrison Hotel, 
Chicago, Nov, 25-26. 


Jones Promotes Stevens 


Duane Jones Company, New 
York, has promoted Richard A. 
Stevens from office manager to 
business manager. 


even a more important measurement of value. We want to know the type of minds 
our advertising will encounter. Will the reader be curious, responsive...or will he 
hasten to the next page? We find the answer in publications whose readers charac- 


teristically are alert to advertising. For results, we endeavor to reach the right type 


of minds.”’ 


* 


* * 


That's a wise approach to schedule building, Mr. MacFarland. And 


you'll find those minds in Popular Mechanics. Its editorial pattern seeks 


out men with the “P.M. MIND”... the alert, exploring, inquisitive mind 


that’s always hungry for ideas. And according to continuing studies, 


there are 3% MILLION of these readers every month... men with 


minds that deliberately absorb and consciously respond to advertising. 


4l 
NaturRA.iy we seek volume of circulation in choosing media. But to us there’s 


HAYS MacFARLAND 
MacFARLAND-AVEYARD 
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HOW DO 


ADVERTISING 
AGENCIES 


EARN THEIR 
FEES? 


WHAT SERVICES DO 
THEY PERFORM FOR 
MANUFACTURERS? 


You will find the answers to these, 
and to many more “sticklers” in 
this comprehensive, useful guide— 


ADVERTISING AGENCY FUNCTIONS 
AND COMPENSATION 


By the Editors of Advertising Age 


Here, for the first time, is a fac- 
tual, timely guide to existing prac- 
tices in advertising agency service. 
More than 300 advertising man- 
agers and agency executives spent 
from one-half to three hours ana- 
lyzing their advertising service to 
contribute to this meaty report. 
Dozens of advertising agencies 
* have ordered copies in quantities 
for distribution to their clients, and 
to their own staffs. One advertis- 
ing manager ordered 12 copies to 
pass on to “top management.” It 
will help you, your clients and 
your employes to understand bet- 
ter this agency busi 
Here are comments by readers: 


“This is the most valuable piece 
of literature of its sort we have 
ever received .. .” 

Agency president 


. 
—— ee ee ee ee ee eee ee ee ee ee eee ee es 


“You have made a real contri- 
bution to the business, for which 1 
am sure we all owe you a vote of 
thanks . . .” 

Agency principal 


“It is something that our busi- 

ness has needed for a long time.” 
Account executive 

“My personal opinion is that 
you better get a lot of paper to- 
gether so that you will be pre- 
pared to meet the avalanche of 
requests .. .” 


Advertising Manager 


“1 am learning the advertising 
business, and your booklet has 
helped me tremendously . . .” 

Veteran 


Whether you are an advertising 
manager, an agency executive, or 
a supplier, this booklet will help 
you gain a clearer understanding 
of the business of advertising. It 
will help you interpret advertising 
better to top management. It will 
give you clearer insight into your 
own advertising job. 


1 
, 
1 
1 
1 
1 
1 
1 
1 
I 
While the limited supply lasts, you | 
can get extra copies of this infor- 
mative, factual report for $1 each. ; 
Order one now for your own files. " 
Order extras for every associate } 
concerned with marketing, mer- j 
chandising, sales, or advertising. 
Price, one dollar from .. . 1 
Advertising Publications, Inc. , 
100 E. Ohio St. Chicago 11, II. | 


eee ree cree ee ee ee ee eee ee _ _e e_ e __ _  _ 


FILL IN AND MAIL THIS COUPON TODAY 


§ CO AB SESE ESE OE Cee 


——— 


Advertising Publications, Inc. ! 

Div. 1028 1 

100 E. Ohio St., Chicago II, Illinois 

Gentlemen: ! 
Please send me ; .. copies of 
“Advertising Agency Functions and 

. Compensation.’ Enclosed is $........ 
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Directs WJZ Promotion 
Delphine Carpenter, recently 

acting promotion manager of the 

Washington Post, has been ap- 


Agricultural . 
eaders 


igest 


EXTENSION AND VOCATIONAL PROGRAMS 
FOR FARM AND HOME 


50 Million Opportunities to 
- Get Your Product “Talked About” 


Agricultural Leaders make over fifty million farm 
contacts each year. Be sure these influential 
leaders know about your products to implement 
the farm practices and home conveniences they 
recommend. Agricultural LEADERS’ Digest 
reaches all 30,000 men and women leaders serv- 
ing six million farm families. Ask for Market and 
Merchandising Data Folder. . 


AGRICULTURAL LEADERS’ DIGEST 
139 N. Clark St., Chicago 2, Ill. 


PUBLISHED EXCLUSIVELY FOR LEADERS IN 
AGRICULTURE AND HOME ECONOMICS 


pointed promotion manager of 
Station WJZ, ABC flagship in New 
York. Miss Carpenter is a former 
copywriter for Fulton, Morrissey 
Company, Chicago, and at one time 
had her own public relations office 
in Boston. 


Navy Blimp Cruises 
as Ford Spectacular 


A patrol blimp, discharged from 
Navy service at Lakehurst, N. J., 
has been taken over by Ford 
Motor Company for use as a flying 
display which will cruise both day 
and night over 500 cities and 
towns between Bridgeport, Conn., 
and Washington, D. C. 

Operated for Ford by Douglas 
Leigh Sky Advertising Corpora- 
tion, the blimp has been equipped 
with giant lettering, ‘‘Ford’s out 
front,” illuminated by 11,000 light 
bulbs. 


Houston Joins ANAN 


Matt W. Houston has resigned 
from the western office of Crow- 
ell-Collier Publishing Company to 
join the western sales staff of the 
American Newspaper Advertising 
Network in Chicago. 


were 


e ard tte triteataries wer 
opty doings The Oyster 


OF 


136 FEDERAL STREET 


YOUR AD SELLS 
A GREAT MARKET 


ie 
‘ 
te wae at's Remington” 


300,000 (ABC) 


SPORTSMEN 


Dutdoe 83 MAGAZINE 


BOSTON 10, MASS. 


-— Total Advertising —, 


Commercial 
Display 
Excluding 
Poultry, 
Livestock 


and Classified 


Farm Publication 
Linage Up 5.6%, 
AA Report Shows 


CHIcAGo—Farm magazines. in 
October led farm publications in 
a 5.6% increase in advertising 
linage, ADVERTISING AGE’s latest 
monthly survey of farm paper 
linages shows. Total for all classi- 
fications was 2,095,320 lines, 
against 1,984,429 a year ago. 

Farm magazines for October 
have run 415,081 lines, 13.5% more 
than they ran in October, 1945, 
the survey shows. Semi-monthlies 
showed a 10.7% gain for Septem- 
ber issues, their linage increasing 
from 683,877 to 757,037 since a 
year ago. 

October farm monthlies showed 
a loss from a year ago; they ran 
397,629 lines this month and 405,- 
157 a year ago. Losses were shown 
for September bi-weeklies, down 
3.8% to 203,056 lines; September 
weeklies, down 1.1% to 44,460 
lines; September dailies, down 
0.6% to 235,600 lines, and Septem- 
ber monthlies, down 7.8% to 203,- 
056 lines. 

Canadian farm papers—not in- 
cluded in the total figures—showed 
a 9.1% year-to-year gain, increas- 
ing their linage from 409,334 a 
year ago to 447,056 this month. 


. v ’ 

Meehan Joins ‘Eagle 
John W. Meehan has resigned 
from the classified advertising de- 
partment of the Star-Ledger, New- 
ark, N. J., to join the display 
advertising sales force of the 
Berkshire Eagle, Pittsfield, Mass. 


r——1946——, ——1945—_ 1946 1945 
FARM MAG AZIN Lines Pages Lines Lines Lines 
Capper’s Farmer .. 51.4 34,939 42.4 28,820 34,168 28,052 
Country Gentleman 80.1 54,459 69.9 47,508 653,566 46,474 
Farm Journal ..... 90.5 38,842 86.0 36,918 37,963 35,886 
Progressive Farmer: 

Carolina-Va. 

Po errr 60.6 44,161 53.3 38,866 42,055 37,670 

Ga.-Ala.-Fla. 

MOIRION © osécass 59.7 43,469 654.0 39,322 41,614 38,2119 

Ky.-Tenn.-W. Va 

Midition ..csecs 60.8 44,327 53.8 38,858 42,732 37,892 

Miss.-La.-Ark 

po eee 58.3 42,477 50.7 36,976 40,654 35,950 

Texas Edition - 62.6 45,580 54.2 39,527 48,277 38,132 
*In all*5 Editions... 51.7 37,677 47.3 34,480 36,598 33,697 
*Aver. 5 Editions... 60.4 44,003 53.1 38,710 42,066 37,571 
Southern Agricultur- 

Be cis 5b ea Cae 39.2 27,445 27.5 19,282 26,178 18,613 
Successful Farming. 88.0 39,382 88.0 39,666 38,311 38,466 

Total Group ..... 651.2 415,081 579.3 365,743 400,518 355,346 

Monthlies 
Agricultural Leaders’ 

Co eS eer 4,704 33.6 6,580 4,704 6,580 
American Fruit 

SINOWEE 644645666 00 12.8 5,524 12.4 5,326 5,095 5,137 
American Poultry 

Journal: 

Eastern Edition .. 29.6 12,707 32.4 13,897 10,739 12,390 

Central Edition .. 24.6 10,573 29.9 12,854 9,393 10,703 

Western Edition... 22.8 9,775 27.0 11,605 8,877 10,098 
*In all 3 Editions... 20.9 8,975 26.3 11,286 8,087 9,779 
jBetter Farming 

BMEOtHOGS. 062 ceces 22.2 9,555 24.6 10,536 9,555 10,536 
Better Fruit ...... - 10.1 4,235 7.9 3,310 4,235 3,310 
Breeder’s Gazette... 21.7 9,762 24.6 11,071 5,268 9,024 
California Citro- 

Serer errr 27.4 18,494 24.0 16,114 18,494 16,114 
Cattleman, The .... 92.4 38,801 92.0 38,640 17,801 16,884 
Cooperative Digest.. 19.0 3,990 25.7 5,407 3,990 5,407 
Electricity on the 

WOTTR .0-645405 206% 20.3 7,227 20.1 7,169 7,227 7,169 
Farm and Ranch... 35.3 26,706 33.9 25,687 25,347 24,409 
Farmer-Stockman .. 30.0 22,369 27.0 20,250 21,445 19,517 
Florida Grower . 16.6 11,301 17.1 11,627 10,891 11,184 
Kentucky Farmers’ 

Home Journal ... 19.0 15,593 16.0 12,560 13,199 11,282 
Michigan Farm 

OWE: daca cians. 1.9 4,090 1.8 3,834 4,030 3,794 
National Live Stock 

POGWOGP 2.66680 8.6 6,262 9.2 6,752 5,978 4,883 
New Jersey Farm 

and Garden ..... 3.9 19,742 30.1 14,106 15,548 12,254 
Ohio Farm Bureau 

WEEE ccinceesiecces 10.2 4,597 13.3 6,001 4,455 5,683 
Poultry Tribune: 

Eastern Edition .. 40.5 17,385 48.7 20,902 15,214 17,797 

Central Edition .. 35.4 14,343 41.4 17,778 138,193 15,620 

Western Edition... 30.8 13,227 36.3 15,564 12,285 13,802 

Pacific Edition ... 32.7 14,033 37.7 16,158 12,209 13,318 
*In all 4 Editions. 29.5 12,656 33.6 14,410 11,728 12,934 
Southern Farmer 5.3 4,272 4.6 3,688 3,757 3,189 
Southern Planter .. 37.4 26,150 30.2 21,115 25,271 20,521 
Western Dairy 

SOUPMEL 0s kvcsiens 51.9 21,812 561.6 21,658 8,316 7,420 
Western Livestock 

SOUPHRL cc cecevie 120.0 50,400 107.0 44,968 29,428 15,897 

Total Group ..... 844.4 397,629 860.1 405,157 325,944 313,922 

Monthlies—September 
Arkansas Farmer... 13.0 9,856 13.0 9,854 9,856 9,854 
Idaho Granger 9.1 10,214 10.3 11,150 10,214 11,150 
Nation’s Agricul- 

CUED «ke iicisiveeea 7.5 3,412 9.9 4,462 3,412 4,462 

Total Group ..... 29.6 28,482 33:2 25,466 238,482 25,466 
Semi-Monthly—September 
American Agricul- 

SUPINE. #saseeessae $2.5 28,645 30.8 22,435 21,487 19,956 
California Grange 

eS eee 22.7 25,368 10.8 12,104 25,368 12,104 
Dakota Farmer 45.0 34,892 36.0 27,902 33,366 26,716 


Farmer, The ..... 
Hoard’s Dairyman.. 


Hoosier Farmer 
Idaho Farmer ... 
Indiana Farmer’s 
EEE OEE 
Kansas Farmer 


Michigan Farmer oy 


Missouri Farmer 


Missouri Ruralist .. 


Montana Farmer 


Nebraska Farmer .. 


New England 
Homestead 
Ohio Farmer 


eee 


Oregon Farmer .... 


Oregon Grange 
pT eee 

Pennsylvania 
to ener 

Utah Farmer 


Wallaces’ Farmer & 


Iowa Homestead 


Washington Farmer 
Western Farm Life. 
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OCTOBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


e— Total Advertising —_, 


Wisconsin Agricul- 


turist 


Total Group 


Bi- Weeklies—September 


Arizona Farmer 


California Cultivator 


Commercial 
Display 
Excluding 
Poultry, 
Livestock 
and Classified 


Dairyman’s League 


News 


aPacific Rural Press: 


Northern Edition. 
Southern Edition. 
aPrairie Farmer ... 


Total Group 


Weeklies—September 


bCapper’s Weekly. 
Weekly Kansas 
City Star 


Total Group 


Dailies—September 
Chicago Daily Drov- 


ers Journal ... 
Kansas City Daily 


Drovers Telegram 26.5 


Omaha Daily Jour- 


nal-Stockman 


St. Louis Daily Live 


Stock Reporter 


Total Group 


*Not included in totals. 


*Monthly 1946; 
combined 1945. 


aTwo issues 1946; 


bFour issues 1946; five issues 1945. 


CANADIAN 


7*Canadian Country- 


man 


Country Guide, The. 


*Family Herald & 
Weekly Star: 
Eastern Edition 
Western Edition 

Farm & Ranch 
Review 


*Farmer’s Advocate & 


Home Magazine.. 
Farmer’s Magazine. 


*Free 


*Western Producer. 46.5 


Total Group 


Press Prairie 


*September linage. 


*Two issues 1946; 


three issues 1945. 


co 1946—, -——1945—_, 1946 1945 
Pages Lines Pages Lines Lines Lines 
60.3 47,280 55.2 43,259 42,335. 39,673 
44.7 32,521 41.9 30,501 26,760 26,554 
13.9 6,249 12.9 5,818 5,743 5,313 
++ 89.1 29,523 39.8 30,076 27,769 28,161 
-. 31.4 24,618 32.2 25,254 18,450 18,632 
45.8 34,840 33.2 25,214 28,342 21,194 
41.8 32,130 36.6 28,147 28,665 25,631 
7.0 5,496 3.3 2,620 5,170 2,291 
41.6 31,642 35.3 26,846 24,315 20,755 
45.5 34,462 40.5 30,583 22,080 22,727 
70.2 53,034 64.4 48,677 46,062 45,014 
-- 54.9 38,455 51.7 36,178 20,704 21,461 
-. 47.4 36,375 43.5 33,428 32,595 30,358 
40.8 30,896 38.2 28,866 29,042 27,035 
-- 14.0 15,148 10.9 11,858 15,148 11,858 
+» 37.1 28,497 35.6 27,369 26,146 25,087 
-. 23.4 17,732 22.5 17,036 16,805 15,973 
-- 76.4 59,923 74.0 57,979 48,281 47,267 
43.4 32,840 39.4 29,776 31,086 27,903 
55.7 43,676 56.8 44,563 22,339 20,290 
-- 48.2 37,795 47.7 37,388 36,277 36,206 
--982.8 757,037 893.2 683,877 634,335 578,159 
50.0 37,825 45.1 34,060 36,411 32,955 
42.9 32,442 43.3 32,760 29,901 32,046 
me 9,535 8.6 6,268 7,608 4,535 
55.5 41,978 55.7 42,127 38,364 36,032 
50.9 38,521 56.6 42,826 34,927 37,469 
59.0 42,755 73.0 53,037 36,903 45,099 
-.271.3 203,056 282.3 211,078 184,114 188,136 
-- 6.0 18,455 6.2 13,892 9,930 9,953 
+» 12.6 31,005 12.6 31,050 21,885 22,710 
-» 18.6 44,460 18.8 44,942 31,315 32,663 
-. 26.5 56,307 29.3 62,278 23,970 30,628 
56,419 30.7 65,310 33,016 36,349 
40.2 85,516 30.7 65,350 60,102 38,896 
17.6 37,358 20.6 45,942 22,310 27,601 
--110.8 235,600 111.3 236,880 139,398 133,474 
bi-monthly 1945. September-October issues 
three issues 1945. 
-- 42.0 29,355 54.7 38,282 22,438 28,690 
46.5 33,445 36.4 26,196 383,445 26,196 
-- 80.8 80,798 69.6 69,637 58,500 51,492 
-. 71.4 71,365 56.6 56,644 54,569 43,988 
om ee 25.1 18,094 16,499 17,054 
44.5 31,081 90.3 35,169 24,851 28,663 
38.7 27,073 1.6 29,107 24,332 26,598 
.. 97.1 106,776 83.1 91,407 59,301 58,635 
49,783 42.3 45,298 27,433 24,919 
..491.6 447,056 459.7 409,834 321,368 306,235 


St. Louis 


3. 


Bolan Agency Moves 


Charles W. Bolan, Advertising, r 
has moved its offices from 3607| pany, Guelph, Ont., has placed its 
Olive St. to 3312 Lindell Blvd.,| advertising with Alford R. Poyntz 


Names Poyntz Agency 


Advertising, Toronto. 


Callander Foundry & Mfg. Com- 


Ween TN 
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McMillan Attacks 
WAA Policies 
on Brand Goods 


(Continued from Page 1) 


to investigate disposition of sur- 
plus property. 

Emphasizing that he spoke only 
for his company and not for other 
manufacturers, Mr. McMillan said 
Bristol-Myers had produced and 
sold Ipana, Vitalis, Mum, Ingram 
shaving cream and Trushay to 
various branches of the govern- 
ment, including the armed forces, 
during the war. The products are 
labeled and are identical with the 
ones being sold to the public, he 
said. 

The company sold these prod- 
ucts “at a special discount far be- 
low our standard trade discounts, 
this in spite of the fact that all 
of our material could have been 
sold by us to civilians through 
the regular retail channels at a 
far higher profit to ourselves. In 
the case of Vitalis, government 
purchases necessitated our with- 
drawing the product altogether 
from the civilian market... A 
most unfortunate position competi- 
tively,” he. reported. 

The company can dispose of 
surplus material better and faster, 
he said, than WAA, and without 
discrimination between  whole- 
salers and retailers. The company 
had rationing experience during 
the war, he pointed out. He ques- 
tioned whether all reiailers and 
wholesalers had access to WAA 
sales, or could afford to buy in the 
necessary quantities. Mr. McMil- 
lan also pointed out the number of 
damaged cartons, and their liabil- 
ity to the manufacturer. 


Threatens Good Will 


Sale of damaged trademarked 
material is “a serious threat to 
our good will,” he declared, add- 
ing that “the buyer ... will turn 
the material back to us demand- 
ing cash refund or replacement 
which, to protect ourselves and 
our dealers, we are forced to 
make, or the goods will get to the 
consumer ... and the consumer 
will lose his faith in our brand.” 

Mr. McMillan recalled an early 
policy statement of the Surplus 
Property Administration saying 
that “the protection of a brand 
name or the maintenance of fran- 
chised distributor arrangement will 
not be considered as adequate jus- 
tification for resale to the original 
manufacturers.” He pointed out 
that in March, 1946, the WAA 
modified its stand enough to per- 
mit original producers to repur- 
chase when the company could do 
a better job of sorting, grading 
and repairing than others, but said 
WAA believes Ipana packages do 
not need repair or rehabilitation 
“no matter what the package looks 
like.” 

Bristol- Myers will make no 
profit from these goods, he in- 


AGENCY | 
COVERAGE , 


sisted, and revealed that since the 
end of the war it has spent $125,- 
000 “buying back our products 
from those who purchased them 
from the War Assets Administra- 
tion. All of those products were 
destroyed and therefore the $125,- 
000 ... is a dead loss to the com- 
pany and stockholders.” 


Boy-Ar-Dee Promotes 


Luther K. Bowman, assistant 
executive vice-president in charge 
of services of Chef Boy-Ar-Dee 
Quality Foods, Milton, Pa., a di- 
vision of American Home Foods, 
has been appointed vice-president 
in charge of administration. Don- 
ald J. Huenink, who was with 
Continental Can Company before 
joining Chef Boy-Ar-Dee in 1944, 

as been named vice-president in 
charge of production. 


Manhattan Soap 
Starts CBS Show: 
FiveOthers Renew 


NEw YorK—A new contract for 
a five-a-week daytime program 
and renewals of five evening 
shows including the “Frank Si- 
natra Show,” “Ellery Queen” and 
“Dr. Christian,’ have been an- 
nounced by Columbia Broadcast- 
ing System. All contracts, for 52 
weeks, call for the full CBS net- 
work. 

The new program, a dramatic 
series, is “Barry Cameron.” It 
will be broadcast Mondays through 
Fridays, 2:45 to 3 pm., EST. 
Sponsor is Manhattan Soap Com- 
pany, maker of Sweetheart soap. 


Duane Jones the 
agency. 

Evening shows renewed include 
the Frank Sinatra program 
(Wednesdays, 9-9:30 p.m.) spon- 
sored by P. Lorillard Company 
for Old Gold cigarets. Lennen & 
Mitchell is the agency. “The Dick 
Haymes Show” is on Thursdays, 
9-9:30 p.m., for Electric Auto-Lite 
through Ruthrauff & Ryan. “Dr. 
Christian” for Chesebrough Mfg. 
Company’s hair tonic and petro- 
leum jelly, is heard Wednesdays, 
8:30-8:55 p.m. and rebroadcast 


Company is 


later. McCann-Erickson is the 
agency. 
“Ellery Queen” is_ broadcast 


Wednesdays 7:30-8 p.m. for Ana- 
cin, made by Whitehall Pharmacal 
Company. Ruthrauff & Ryan is 
the agency. “Mr. Keen, Tracer of 


Lost Persons,” also sponsored by 
Whitehall Pharmacal Company, 
is aired Thursdays, 7:30-8 
p.m., through Dancer-Fitzgerald- 
Sample. 


Plans Safety Drive 


A safe driving campaign to 
cover a period of several months 
will be launched Nov. 1 in co- 
operation with the National Safety 
Council, local traffic authorities, 
police departments and automo- 
bile clubs throughout the 11 west- 
ern states and financed by the 
General Petroleum Corporation, 
Los Angeles, as a public service. 
The campaign will include safety 
talks before clubs and groups, ex- 
hibition of safe driving films, radio 
programs and other features. 
West-Marquis, Los Angeles and 
San Francisco agency, is handling - 
the campaign. 


The New South is a Land of 
Prosperous Farm Owners 


OWNERSHIP of farms by farm operators in 
the 14 Southern states has increased 47% since 
1930. During the same period, sharecropping 
has shown a rapid decline. In 1930, 264 farmers 
out of every 1,000 were sharecroppers. Today, 
only 94 farmers out of every 1,000 are share- 


croppers. 


The farm family of the South today ranks 


higher in national averages than ever before 
in history, when measured by such yardsticks 
as farm income ... farm tenure... size of farm 
...size of home...education and other quality 
factors. 


All of this is proved by the results of a new, 
personal-interview survey of a representative 
sample of the entire farm population of the 14 
Southern states recently completed by Cross- 
ley, Inc., for The Progressive Farmer. 


Every advertiser and agency interested 
in the Rural South’s nearly $6 BILLION 
buying power should have a copy of “‘THE 
FARM FAMILY OF THE SOUTH TODAY.” It is free. 


1947 Circulation O 
Advertising Offices: BIRMINGHAM. RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 


Send today for your free copy of this 
24-page book of facts Crossley discov- 
ered about the New South. 
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Orr Quits L&M, 
Takes Jergens 
into Own Agency 


(Continued from Page 1) 
agency. Mr. Vir Den told AA that 
he did not expect any personnel 
changes which could affect the 
over-all agency operation, since 
the Jergens- Woodbury account 
was handled by L&M as a separate 
operation and most of the per- 
sonnel on the account were as- 
signed to Jergens exclusively. 

L&M was named as Jergens’ 
agency in 1930 to handle the 
Woodbury soap account. Mr. Orr 
was appointed account executive 
after J. T. H. Mitchell’s death, and 
the agency subsequently acquired 
all the Jergens business. 


Kilmer to Duane Jones 


Kilmer & Co., Stamford, Conn., 
manufacturer of Swamp-Root and 
Cramores lemon flavor crystals, has 
appointed Duane Jones Company, 
New York, as advertising agency. 


New Coast Agency 
Gets 18 Accounts 


Conley, Baltzer & Steward, a 
recently formed advertising agency 
at 709 Mission St., San Francisco 
3, has been appointed to handle the 
advertising of H. K. Ashley, San 
Leandro; Daco Development Com- 
pany, Oakland; Ets-Hokin & Gal- 
van, San Francisco; Hunt Boat 
Company, Point Richmond; Heintz 
& Kaufman, San Francisco; C. J. 
Hendry Company, San Francisco; 
Johnson & Joseph Company, San 
Francisco; Mackalls Products Com- 
pany, San Francisco; Lewis Kohrs, 
Berkeley publisher; Newmac Com- 
pany, San Francisco; Skov’s 
Hatcheries, Petaluma; Stayner 
Corporation, Berkeley; Thompson 
Tire Company, San Francisco; 
Thompson Aircraft Tire Company, 
San Francisco; Timsley Labora- 
tories, Berkeley; Williamson Gar- 
den Supplies, Palo Alto; Werner’s, 
Lodi, and Super Mold Corpora- 
tion, Lodi. 


To Have New Trim Size 


Effective Jan. 1, the trim size of 
Railway Purchases & Stores, Chi- 
cago, will be 8%x11% inches. 


Ad Council Clocks 
10 Billion Radio 
‘Impressions’ 


Cuicaco—The Advertising 
Council, in a report on its radio 
activities for the first nine months 
of this year, disclosed this week 
that as of Sept. 30, 166 national 
radio advertisers were participat- 
ing in the council’s network and 
national spot allocation plan. 

“Network advertisers are rep- 
resented by 220 programs in the 
network plan; and participants of 
the national spot plan have a total 
of 80 programs,” the council re- 
ported. “In addition to these 300 
commercial programs, the council 
schedules public interest subjects 
regularly on approximately 150 
sustaining programs weekly which 
are made available by the four 
major networks.” 

Through these programs, the 
council recorded, “impressive as- 
sistance” has been given to 40 
top-priority national campaigns of 


HOW MANY 


Worthwhile Plants ? 


A Reliable Answer to how many 

worthwhile plants... how many 

men in them really influence 

purchases . . . is now available 

to replace all of the confusing 
“guesstimates”’. 

Scores of top-flight industrial 
marketing and advertising men 
agree that the best answer to be 
had today is in Mill « Factory’s 
Census of Manufacturers. The 


best answer because it is a July, 
1946 evaluation of plants and 
executives, personally made in 
each industrial area, by local 
experts. 

To produce this unusual Cen- 
sus, Mill & Factory utilized its 
long-established cooperating 
relationship with the 135 impor- 
tant local industrial distributors 
who are the keystone of the . . . 


UNIQUE M&F CIRCULATION METHOD 


. . .« Strongest Assurance of “Perfect’’ 


There’s a basic difference 
between Mill & Factory and 
other general industrial maga- 
zines . . . a basic superiority 
worth remembering! Circula- 
tion is hand-picked by the 1450 
salesmen of the 135 industrial 
distributors shown on this map. 

These men know the plants 
and executives in their own area 
like you know companies with 
whom you work closely every 
few days. They know which 
plants, and how many are worth- 
while . . . know when plants 
open, become inactive, shift to 
new lines. They know what men 
have buying influence... know 
when men move up, down, in, 
out. 

Horse-sense tells you that these 
distributors will see that Mill & 
Factory gets to ALL plants and 
men of importance. Their own 
company advertising is a part of 
Mill & Factory. To make doubly 
sure of proper coverage, dis- 
tributors’ lists are checked by 
the publishers through a con- 
tinuing census, 


York 17; 


ASK FOR CENSUS REPORTS, 
with full details about areas 
covered in the M&F Census. 
Also get handy new Market and 
Media File unit of facts about 
Mill & Factory. 
industrial advertising and sales 
executives. Write Conover-Mast 
Corp., 205 E. 
333 No. Michigan 
Ave., Chicago 1; Leader Build- 
ing, * Cleveland 14; Forrest C. 
Pearson, 448 South Hill Street, 
Los Angeles 13. 


You can be sure, too, that 
Mill & Factory isn’t likely to go 
to plants and men who are 
worthless to advertisers. Distri- 
butors pay for every copy... 
names that become “duds” are 
cut off in a hurry! 


W_ don’t claim infallible 


Coverage of Worthwhile Plants! 


coverage of every influential 
man in every worthwhile plant. 
But it certainly makes sense to 
believe that the unique Mill & 
Factory circulation method is 
the strongest assurance of as 
nearly perfect coverage as any 
publication could ever provide! 


Industrial markets are blanketed by distributors who maintain 
Mill & Factory circulation. 


Both free to 


42nd St., New 


federal and private agencies, with 
a total of “listener-impressions” 
running into the billions. 


Promises Continued Service 


The report, titled “Radio and 
The Advertising Council,” was is- 
sued over the signature of George 
P. Ludlam, the council’s radio di- 
rector, and carries an introduction 
by Justin Miller, president of the 
National Association of Broadcast- 
ers, pointing out that “through the 
council, radio’s service in the pub- 
lic interest has been continuously 
and favorably highlighted in the 
attention of top officials of the 
government during the past nine 
months, and will continue to be 
so highlighted in the months 
ahead.” 

Copies of the report were made 
available to broadcasters and 
others attending the NAB con- 
vention here. 

In a “Summary of Radio Cir- 
culation for Scheduled Campaigns” 
covering the first 34 weeks of 
1946, the council lists 32 specific 
projects assisted, topped by famine 
emergency with an estimated 1,- 
276,640,000 listener impressions 
and savings bonds with 1,144,905,- 
000, and ranging down to “Reg- 
ister Automatic Weapons” with 
11,800,000 and “Police Traffic 
Check” with 5,350,000. 

The. grand total of listener im- 
pressions is estimated at 10,473,- 
081,000. A listener impression, the 
council explains, is one message 
heard once by one listener. 

“Looking back over this per- 
formance of our first nine months,” 
Mr. Ludlam states, “the council 
believes that certain elements of 
the radio operation are emerging 
in clearer perspective. The radio 
allocation plans—network and na- 
tional spot—serve a number of 
complementary interests—the in- 
terest of radio advertisers and the 
radio industry in assisting worth 
while projects; the interest of 
business in demonstrating by ac- 
tion its awareness of social re- 
sponsibilities; the interest of pub- 
lic and private agencies in an 
orderly and coordinated presenta- 
tion of basic problems.” 


Two Join Milprint Staff 
Allen Heller, recently released 
from the Army air forces, has 
been named assistant to the plant 
superintendent of Milprint, Inc., 
Milwaukee. James Heller, son of 
the vice-president of the company, 
has joined the industrial engineer- 
ing department. Allen Heller is 
the son of Milprint’s president. 
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‘Outlaw’ Hits New 
Snag in New York 
Court Squabble 


Exhibitor Threatened 
with License Recall 
or Breach Suit 


NEw YorK—The turbulent his- 
tory of “The Outlaw,” Howard 
Hughes’ western starring full- 
blown Jane Russell, added another 
hectic chapter here this week as 
the exhibitor scheduled to show 
the film was caught between the 
distributing organization and met- 
ropolitan licensing authorities. 

If he exhibits the picture, he 
has been promised that his license 
will be revoked. If he doesn’t 
show “The Outlaw,” he faces a 
possible United Artists court ac- 
tion for breach of contract. This 
week the distributing corporation 
demanded that the exhibitor show 
cause why the picture would not 
be shown as demanded by his con- 
tract. 

Although the city’s supreme 
court had not yet handed down a 
decision, courtroom observers re- 
ported that the arguments centered 
more on the film’s advance adver- 
tising than on its content. 


Test Release Starts Trouble 


Since its trial release in San 
Francisco four years ago, “The 
Outlaw” has been a subject of 
controversy among theater opera- 
tors and advertising men. Movie 
critics have generally agreed that 
its content was offensive only to 
people who approve workmanlike 
motion pictures. 

In its New York appearance, 
however, it dragged city officials, 
the distributing organization and 
the exhibitor into a bizarre situa- 
tion. Harry Brandt and Arthur 
Mayer, owners of three large 
Broadway theaters, contracted in 
September to exhibit the picture 
this month in all three theaters. 
Shortly thereafter, they were noti- 
fied by the city’s license commis- 
sioner, Benjamin Fielding, and the 
police department, that if “The 
Outlaw” were shown, the two de- 
partments would regard it as in 
violation of the city’s penal code, 
leading to a possible grand jury 


Designed by Paul Ressing 
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Display Designers & Manufacturers 
eee 


THE VERNON COMPANY 
NEWTON, IOWA 
Producers of Metal & Mirror Displays 


This Quink display, brightly 
framed in polished brass, is 
an excellent self-service 
merchandise. It requires 
minimum counter space for 
a generous display of each 
color. It invites self-service 
shopping. 

This all metal display, pro- 
duced by THE VERNON 
COMPANY, appears now 
on thousands of stationery 
counters in every American 
city. 


er Designer Inc., Chicago 
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indictment and to permanent re- 
vocation of the theaters’ licenses. 
The exhibitors then notified 
United Artists that they could not 
run the picture. United Artists 
took prompt action, obtaining 
show cause orders from the city 
supreme court demanding that the 
defendants adhere to the contract, 
that they exhibit the picture, that 
no other picture be exhibited in 
the time allotted to “The Outlaw,” 
and that the exhibitors be com- 
pelled to advertise the picture in 
accordance with the contracts. 


Gets Show-Cause Order 


In affidavits appended to the 
show cause order, Ed Raftery, 
president and top legal counsel for 
United Artists, pointed out that the 
New York State Board of Censors 
had previously passed the picture, 
requiring only the elimination of 
one line of dialogue. 

The objectionable line, according 
to Mr. Raftery’s affidavit: “I don’t 
want her. Cattle don’t graze after 
sheep.” With the elimination of 
this line, the board issued a cer- 
tificate of license, and on April 10 
license for 10 prints of the picture 
was issued. 

Once the picture was cleared, 
Mr. Raftery said, advertising and 
publicity men from the theaters, 
UA and Howard Hughes organiza- 
tion huddled and evolved a pro- 
motional plan. “So far,’ he said, 


Joseph H. Finn, 
Pioneer Chicago 
Agency Head, Dies 


Cuicaco—Joseph H. Finn, 70, 
chairman of the executive com- 
mittee of Reincke, Meyer & Finn, 
died here Oct. 18 
following a brief 
illness. Mr. Finn, 
who had been an 
advertising ex- 
ecutive in Chi- 
cago for nearly 
40 years, had just 
completed a two- 
day business con- 
ference in Phila- 
delphia and was 
on a train en- 
route home with 
his son, Joseph J. Finn, when he 
became ill. 

Mr. Finn began a 14-year news- 


J. H. Finn 


paper career in 1894, starting as 
a reporter for the Chicago Trib- 
une. He became political editor 
of the old Chicago Chronicle in 
1898 and city editor in 1899. Two 
years later he joined the Chicago 
Evening American, serving with 
it until, as managing editor, he 
resigned in 1908 to begin work as 
an agency executive. 

With the late Charles F. W. 
Nichols, who had also served on 
the American, Mr. Finn formed 
the Nichols-Finn agency. In the 
next decade he wrote a number of 
essays, including the widely 
quoted, “I Am the Newspaper,” 
and a book, “The Dominant Idea 
in Advertising.” 

In 1918 he merged his interest 
in Nichols-Finn with the late Wil- 
liam McJunkin, and in 1932 he 
joined in forming Reincke-Ellis- 
Younggreen & Finn. The agency 
name was changed last winter 
(AA, Dec. 31), when Mr. Finn was 


named chairman and Wallace 
Meyer became president. Joseph 
J. Finn is vice-president of the 
agency and another son, Robert E. 
Finn, joined the agency after serv- 
ing as a naval officer. 


HELEN M. OWEN 

DANSVILLE, N. Y.—Helen Mildred 
Owen, president of the F. A. Owen 
Publishing Company and editor of 
The Instructor, national monthly 
for elementary school teachers, 
died Oct. 14. She became head of 
the company, succeeding her 
father, F. A. Owen, when he died 
in 1935. 


ROBERT W. DIQSUE 
SYRACUSE — Robert W. Diqsue, 
former general manager of the 
Brooklyn Eagle, associate pub- 
lisher of the Rochester Democrat 
& Chronicle, business manager of 
the Syracuse Post-Standard and 
advertising manager of Dey Bros. 
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& Co., died recently at his home 
in Malone, N. Y. 


FRANK V. MARTIN 

DeETROIT—Funeral services were 
held here Monday for Frank V. 
Martin, 58, president and founder 
of Martin-Frank, Inc., Detroit 
agency. 


CHARLES W. HESS 

Cuicaco—Charles Wilbur Hess, 
77, former advertising manager of 
the Quaker Oats Company and 
head of the American Linen Com- 
pany, died Oct. 18. He retired 
several years ago. 


May Get Power Boost 


FCC has issued a proposed de; 
cision granting Station WGAR, 
Cleveland, a power increase from 
five to 50 kw. If and when the 
FCC decision becomes final, WGAR 
expects to operate on increased 
power by next February. 


“sums in excess of $130,000 have 
been expended or committed for 
this first-run engagement, and 
other monies must be spent im- 
mediately.” 

Advertising of the picture came 
in for particularly heavy fire dur- 
ing the preliminary court sessions. 
In fact, it was fairly clear from 
objections of the police and license 
counsel (in court as friends of the 
defendant) that the voluptuous 
advertising employed was the prin- 
cipal point of contention. 

With the decision by the court 
still in doubt, United Artists con- 
tinued to place advertisements for 
the picture in New York news- 
papers. 


Venetian Blind Group 
Opens Promotion Program 


The Venetian Blind Association 
of America, Cincinnati, has formed 
“Venetians, a Service to Home 
Stylists,’ to spearhead an indus- 
try-wide, broad-range educational 
and promotion program. The serv- 
ice, which will function through 
Butler - Advertising, New York, 
(the association’s advertising 
agency and public relations coun- 
sel) will serve as a liaison unit 
between the venetian blind indus- 
try and editors of fashion, shelter 
and women’s service publications. 
In addition, a year-round research 
program will be conducted. 

The association will hold its an- 
nual convention at the Nether- 
lands-Plaza Hotel, Cincinnati, Feb. 
5-7. 


Mathes Adds Bermuda 


The Bermuda Trade Develop- 
ment Board has named J. M. 
Mathes, Inc., New York, to handle 
its advertising account. Wilfred S. 
King, a Mathes vice - president, 
will be account executive. The ac- 
count has been estimated at $125,- 
000 billing. 
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Your product should get a share of the 52 million dollars spent each year in grocery 
stores of the Nashville area . . . With over 4000 such outlets, a sales call to each 
store would be almost impossible . . . But, use WSIX's great audience and reach a 
large part of the owners as well as shoppers . . . Your message can sell both — and 
at reasonable listener cost over WSIX! 
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AMERICAN and MUTUAL 
5,000 WATTS 


980 KILOCYCLES 


Represented Nationally By 
THE KATZ AGENCY, INC. 


WSIX gives you all three: Market, Coverage, Economy 
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.-.and they shouldn't to you, either! 


, space buyers, who know their history and 
geography, also know you have to jump boundary lines 
when you consider the Boston Market, fifth largest in 
the country. 

For, as even the most loyal Bostonian will admit, 
Boston proper . . . Municipal Boston .. . is relatively 
small in area and in population (a mere 770,816). But, 
he'll hasten to add, Metropolitan Boston is big, 
1,948,763, in fact, including Municipal Boston. 


Why the confusion? It’s just that the Newtonites and 


Brooklinites, and the “ites” of all the 39 other cities 
and towns in this prosperous 15-mile Metropolitan 
Boston trading area, have for years proudly maintained 
their political identity and flatly refused to become just 
a “section of Boston’’. 

But from an advertising point of view, this highly 
integrated area is one city and one market. ' 

And the best way, of course, to tap this unified and 
unique market is to make good use of The Boston 
Globe . . . Boston’s best-read newspaper! 


Hhe Boston Globe 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


TIME OUT—Going from one session to 
another are C. Bruce McConnell of 
a ae WISH, Indianapolis; John E. Fetzer, 

BETWEEN COURSES—Looking cheerful for the cameraman at an NAB con- . we ar eee ae — a ; 
vention luncheon are Leslie C. Johnson, WHBF, Rock Island, IIl.; Elliott Crooks, wih as po: ae BROADCASTERS ARGUE A POINT—Indulging in a good-natured discussion at 
Radio Inventions, Inc., and Wayne Coy, WINX, Washington, D. C. the NAB convention are, left to right: Paul R. Fry, KBON, Omaha; William 


Armond, WBLJ, Dalton, Ga.; H. C. Kenemer, WBLJ; Emory Dahlgard, KBON, 
Omaha, and James Mahoney, Mutual Broadcasting System, New York. 


| 


550 
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FIVE-IN-ONE—Castleberry's Food Co., 
Augusta, Ga., has launched a three- 
market test of its new family package 


a READY FOR LUNCH—A. D. Willard Jr., left, of the National Association of r , 
pd age = ae 2 a Broadcasters, Washington, and Walter J. Damm, right, of WTMJ, Milwaukee, yee: a ~ ore oo oe © re ir gy orice ee 
broadened. Liller, Neal & Battle, At- =: lunch with FCC Commissioner Charles R. Denny at the NAB convention. ackson, Miss., and Hoyt B. Wooten, 1 Memphis, at the broadcasters 


; convention. 
lanta, is the agency. 


BETWEEN SESSIONS AT NAB—Left to right are Ivor Sharp, KSL, Salt Lake City; Gunnar O. Wiig, WHEC, Rochester; 


4 7 W. H. Summerville, WWL, New Orleans; Herb Akerberg, CBS, New York; Ralph Brunton, KQW, San Francisco; William T. 
HOLIDAY WRAP—Alfred D. McKelvy Co. is using a Christmas wrap for the Bs Knight, Jr., WTOC, Savannah, Ga., and C. E. Midgley Jr., Columbia Broadcasting System, New York. 


first time for sets of Seaforth toiletries for men. Designed in heavy foil paper =: 
with stripes of red and-silver and green and gold, the special job adds gift =: 
appeal to the company's $5 and $7 dollar sets. " 
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Ni 


UNITED NATION? 


SRITED NATIONS WEEK: 
;: a. 


SYMBOL APPROVED—Clark Eichelberger, director of the American Association BIG DM WIGS—Officers and directors of the Direct Mail Advertising Association gathered for a quick pick-me-up before 


for the United Nations; Sterling Fisher of NBC's public service department, the big luncheon at the annual meeting in Chicago. Left to right: R. M. Gray, Standard Oil Co. of New Jersey; N. B. 

and Edward Diehl of McCann-Erickson, New York, approve designs for a symbol Powter, Howard Smith Paper Mills, Montreal: retiring president Howard Korman, McCann-Erickson, New York; John B. 

and a poster for United Nations Week. The emblem, designed by Art Director Mannion, Austenal Laboratories, Chicago, general convention chairman; Richard Messner, E. E. Brogle & Co., New York; 
Diehl, will be used in a multitude of ways. and Donald Macauley, Donald Macauley Paper Co., New York. 
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FCC Backs ‘Blue 
Book, Denny Tells 
Broadcasters 


(Continued from Page 2) 


broadcast structure and will do 
their part... The way to get FM 
moving still faster is for you to 
get stations on the air and the 
public will demand receivers.” 


Video Future ‘Bright’ 


The commission, he pointed out, 
“sees a bright and important fu- 
ture for television.” It would be, 
in fact, “the most powerful com- 
munication tool of them all.” He 
did not go into detail on televi- 
sion, however, because the com- 
mission will hold a hearing on 
Dec. 9, after which “we will in- 
form the industry and the public 
of everything we have learned. 

“The clear channel proceeding,” 


he emphasized, “is not a dead 
duck. The commission and 
industry engineers are busy mak- 
ing studies looking toward con- 
crete proposals for revamping 
clear channels so as to get service 
to the white unserved areas on 
the coverage map... If new as- 
signments become available, 
everyone .. . will be given an 
equal chance.”’ 

Because of the need of “shuf- 
fling” government services, and 
other factors, the commissioner 
told the broadcasters that they 
could not expect for another year 
“the final answer” on broadening 
the standard broadcast band to 
include 540 kilocycles. 

The FCC currently is trying to 
ascertain whether money give- 
away programs violate the lottery 
prohibition of the Communications 
Act, Mr. Denny said. Also, the 
commission has not yet “made up 
its mind” on a proposed new rule 
governing transcriptions, and oral 
argument will be held on it Nov. 
25. 

Mr. Denny praised the ‘“excel- 


The First Magazine — 


FIRST in the Field — 


in the. 


Frozen Foods Industry 


* 


literally “The Magazine That Grew Up With The Industry”... 
the largest and oldest publication (since 1938) in the rapidly 
expanding frozen foods industry. Average issue runs about 200 


pages. 


FIRST in Editorial Leadership — 


recognized as the authoritative publication of the industry, 
with proven readership in every classification falling under the 
common denominator of quick freezing. 


FIRST in Advertising Volume — 


consistently carries, month after month, more pages of paid 
advertising than any other publication in the industry, (114 


pages in October). 


FIRST in Circulation — 


the greatest total monthly distribution and the biggest paid 
coverage of any publication in the industry. Total circulation 


now 10,000 .. 
breakdown below) 


. net paid circulation, 7,845. (see circulation 


Breakdown of Oct. Paid Circulation and Total Distribution 
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Frozen food wholesale distributors, etc................... 2,156* 
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*314 additional locker plants are included in this classification. 


Total coverage of locker plants, both paid and controlled.. 4,010 
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NAB CONVENTIONEERS LINE UP FOR A PICTURE—Radio men from various parts of the country posed together at the 

broadcasters’ convention in Chicago. Left to right are Bill Harvey, KTAR, Phoenix; Burton Adams, National Broadcasting 

Co., New York; Harold Burke, WBAL, Baltimore; John T. Murphy, NBC, New York; Stanley Barnett, WOOD, Grand Rapids, 
Milt Greenebaum, WSAM, Saginaw, Mich., and Dick Lewis, KTAR, Phoenix. 


of the broadcasters 
this fall in handling political 
broadcasts. He stressed, how- 
ever, that “your responsibility does 
not stop with treating all candi- 
dates of all parties on exactly the 
same basis. You (should) make 
your facilities fully available so 
that the electorate may be thor- 
oughly informed.” He suggested 
that they “review the practice 
which is still prevalent in some 
quarters of the industry of charg- 
ing twice as much for a political 
broadcast as you do for a com- 
mercial program.” 

Emphasizing the _ broadcasters’ 
responsibility at this “critical turn- 
ing point in human history,” he 
said that “the commission pledges 
you every cooperation in enabling 
American radio to meet this chal- 
lenge.” 

Mr. Denny’s | straight-forward 
talk seemed to make a hit all 


lent record” 


down the line. In a session on 
“Broadcasting’s Public Relations” 
immediately following the FCC 
chairman’s speech, Edgar Kobak, 
president of Mutual, declared Mr. 
Denny “did a good public relations 
job for the industry this noon.” 


‘Good Public Relations Job’ 


Another speaker, Harold Hough, 
general manager of WBAP, Fort 
Worth, Tex., called the FCC 
chief’s address “the grandest dem- 
onstration of public relations there 
could be,” and said he thought 
Mr. Denny placed the FCC “in a 
better light than ever before.” 

Later Wednesday afternoon 
NAB members nominated direc- 
tors-at-large for the ensuing year 
and adopted resolutions strongly 
urging the NAB board to draft 
a new, effective code of practices, 
directing the music advisory com- 
mittee to study ASCAP’s offer to 


renegotiate station and network 
contracts before expiration, and 
endorsing the principles of the 
standard time system and urging 
national legislation to establish 
uniform time. 

Contrary to a convention pub- 
licity handout announcing that “a 
full session concerning the BMB” 
was to come off, the members 
heard and unanimously accepted 
a proposal by the resolutions com- 
mittee to leave “future action” on 
the Broadcast Measurement Bu- 
reau up to the NAB board of 
directors. 

Also referred to the board was 
a proposal by business press edi- 
tors attending the convention that 
NAB establish a press relations 
office in New York to give full, 
speedy and impartial distribution 
to news of NAB activities. 

The board announced following 
a dinner session Tuesday that 149 


to do either when 


Che .. 


Wanna buy or rent? You'll have a good chance 


. 5000 WATTS DAY AND NIGHT . 


Wichita’s multi-million 


dollar housing projects are completed. Big 
homes, small homes, duplexes, apartments, 
all will fill a need in this fast-growing city. 


These new homes will have everything from 
light bulbs to furnaces, from tooth paste to shoe 
polish...and if they are like most of the homes 
in the rich market, they'll have radios tuned 
to KFH, that selling station in the Southwest. 


THAT SOLID SECTION OF 
KANSAS’ RICHEST MARKET 


WICHITA IS A HOOPERATED CITY 
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new members had been accepted, 
boosting NAB’s rolls to an all- 
time high of 1,153. 

At the same time the board ap- 
proved formation of a joint ad- 
visory committee of the NAB and 
Radio Manufacturers Association 
“to consider matters of mutual 
interest.” 

Registrations at the convention, 
all sessions of which took place at 
the Palmer House, reached 1,847 
by the second night and were ex- 
pected to climb well above the 
2,000 mark before the windup Fri- 
day. 

RCA televised all main events 
with image orthicon cameras, and 
WBKB, Chicago’s Balaban & Katz 
video station, aired interviews 
with delegates as well as con- 
vention proceedings. 

Atlantic City, Cleveland, New 
York and Los Angeles were nom- 
inated as next year’s convention 
site. 


New Directors 


Six directors - at - large, elected 
by the NAB membership to serve 
on the board, were: For small sta- 
tions, Wayne Coy, WINX, Wash- 
ington, and Clair McCollough, 
WGAL, Lancaster, Pa.; medium 
stations, T. A. M. Craven, WOL, 
Washington, and G. Richard 
Shafto, WIS, Columbia, S. C.; and 
large stations, Harold Hough, 
WBAP, Fort Worth, and J. Harold 
Ryan, WGBS, Miami, Fla. 

The two network directors— 
Frank M. Russell of NBC and 
Frank Stanton of CBS, both of 
New York—were reelected. MBS 
announced it prefers to continue 
its policy of having an observer on 
the board without voting power. 

These eight, with 17 others rep- 
resenting the various NAB dis- 
tricts, constitute the board of di- 
rectors. ABC is not a member. 


New Proprietary 
Pain Killer Bows 
Via Hanly, Hicks 


NEw YorK—The Nemow Com- 
pany, newcomer in the field of 
menstrual pain killer preparations, 
has ended a three-month search 
for an advertising agency by 
selecting, from at least three con- 
testants, Hanly, Hicks & Mont- 
gomery, to introduce its product 
—Nemow—to the American pub- 
lic. 

This new company, which has 
been reported ready to spend any- 
where from $300,000 to $500,000 in 
advertising during the next year, 
has scheduled newspapers in 68 
cities from Maine to Washington, 
D. C., with first copy breaking at 
600 lines. 

The first insertion depicts a 
nurse telling a young girl, “It’s 
Really Wonderful News for Us 
Women.” Copy reports that Ne- 
mow, ‘“Compounded according to 
a scientific, balanced formula,’ is 
designed to bring “prompt relief 

. ease cramps... relieve head- 
aches . . . lift depression.” Cus- 
tomers are directed to “Buy a 
purse-sized box of six tablets at 
any drug counter.” 


ANAN Appoints Two 


Earl C. Donegan Jr., formerly 
with Billingslea & Ficke, New 
York publishers’ representative, 
has joined American Newspaper 
Advertising Network as general 
assistant to C. S. Hanson, eastern 
sales manager. William C. Par- 
rington, formerly with Chain Store 
Age, Chicago, has joined ANAN 
as general assistant to Oliver M. 
Presbry, midwestern manager. 


Van Doren Names Booth 


Richard E. Booth, for several 
years an associate specializing in 
industrial market research with 
Stewart, Brown & Associates, New 
York, has been appointed head of 
product research for Van Doren, 
Nowland & Schladermundt, New 
York and Philadelphia industrial 
designer. 


More Competition 
in Insurance Ads 
Needed: Johnson 


Cuicaco—Holgar J. Johnson, 
president of the Institute of Life 
Insurance, urged insurance com- 
panies to advertise more com- 
petitively, in a talk before the 
Life Insurance Advertisers Asso- 
ciation here Friday. 

“You and I know,” Mr. Johnson 
said, “that the competitive spirit 
is alive in the life insurance busi- 
ness, as much as in any other 
business. There is competition at 
every level—in types of policies 
offered, in rates, in services, etc. 
But is the public fully aware of 
ii? And is there room for more?” 

Greater competition in insur- 
ance advertising, he declared, 
would help not only the individ- 
ual advertisers but’ the insurance 
business as a whole. 


Offers 6-Point Plan 


Mr. Johnson recommended the 
following 6-point program: 

1. Provide the best policies and 
plans to the public. 

2. Tell agents how to carry out 
their share of the public relations 
program. 

3. Determine how the insur- 
ance company can perform its 
services better. 

4. Broaden benefits to cover all 
economic brackets and provide “a 
type of representation” that will 
win public approval for company 
practices and objectives. 

5. Extend service performance 
by participation in community ac- 
tivities. 

6. Build a “more competitive 
environment” by advertising some- 
thing different from what other 
companies offer. 


Motley Raps Slow 
Gait of U. S. 


Information 


Boston—Americans today lack 
information because the nation’s 
channels of information have 
fallen far behind its technological 
progress, Arthur H. Motley, pub- 
lisher of Parade, told the eighth 
annual meeting of the New Eng- 
land Newspaper Advertising Bu- 
reau here recently. 

He said the situation presents 
a tremendous postwar opportunity 
and challenge for newspaper pub- 
lishers because newspapers repre- 
sent the greatest channel of in- 
formation in the country today. 
Lack of information, he warned, 
will create a desire to turn the 
population’s eyes toward Russian 
and other ideologies. 

Business should create a “want” 
attitude in the public mind, Mr. 
Motley declared, in placing con- 
siderable emphasis on the failure 
during the ’30s to make consumers 
want products. 

John Hooper, assistant pub- 
lisher of the Reformer, Brattle- 
boro, Vt., and Thomas O’Donnell, 
advertising director of the Herald- 
News, Fall River, Mass., were 
elected to three-year terms on the 
bureau’s administrative board. 
Prescott Low, publisher of the 
Patriot Ledger, Quincy, Mass., was 
reelected secretary of the board. 


Stone Heads Research 
for Marketing Studies 


Marketing Studies, New York 
marketing and public opinion re- 
search organization, has appointed 
Joseph H. Stone director of re- 
search. Mr. Stone has been as- 
sociated with A. C. Nielsen & Co., 
Industrial Surveys, Batten, Barton, 
Durstine & Osborn, New York, 
and M & M Ltd., Newark. 

Marketing Studies is an affili- 
ate of Marion Harper Associates, 
specializing in field research. It 
has been in operation for about 
18 months. 


Last Minute News Flashes 


Westinghouse Starts Home Radio Campaign 
SUNBURY, Pa.— Westinghouse Electric’s Home Radio Division is 
breaking a coordinated consumer, trade and point-of-sale campaign, 
with eight black-and-white pages to run through December in Col- 
lier’s, Country Gentleman, Farm Journal, Life and The Saturday 


Evening Post. 


About $85,000 will be spent in consumer and business 


papers, and an equal or larger amount for retail sales helps and other 


promotion of four models. 
agency. 


Fuller & Smith & Ross, New York, is the 


Newspapers to Get Jetflow Pen Ads 

NEw YorK — The Hamilton Ross Jetflow pen (AA, Oct. 7) will be 
moved into newspapers in November for a campaign to run through 
the holiday season. The list of newspapers is still tentative, but copy 


will appear in black and white and in color roto sections. 


Owen, Inc., is the agency. 


M. M. 


Hooper Sets Up Two Advisory Councils 

Cuicaco—C. E. Hooper, Inc., New York, has formed advisory coun- 
cils, on network audience and station audience measurement, to work 
with the firm on policiés, practices and new developments in this field. 
The network council will include four network executives and four 


advertiser and agency representatives. 


The station council will be 


composed of four men from stations and sales representatives with 
the same four advertiser and agency executives. 


Kentucky Toy Company Names R&R 
OWENSBORO, Ky.—Kentucky Toy Company, manufacturer of tri- 
cycles and allied wheel goods, has appointed Ruthrauff & Ryan, Chi- 


cago, to handle its advertising. 


Heublein Tests Torex in Hartford 


HartTForD, Conn.—G. F. Heublein & Bros. is testing Torex, new beef 
extract, via 100 line ads twice weekly in the Hartford Courant and 


Times. 


Storecasts are also being used in the First National grocery 


stores here. Lawrence C. Gumbinner, New York, is the agency. 


Parents’ Institute to Print ‘True Animal’ 
NEw YorK—True Animal Picture Stories, a comics quarterly, will 
be launched this winter by Parents’ Institute, publisher of Parents’ 


Magazine, Calling All Girls, True Comics and other publications. 


The 


first issue will have a 300,000 distribution. Copies will sell at 10 cents. 


TWA Thanks Other 
Carriers for Aid 
in Pilot Strike 


NEw YorK—Trans World Air- 
lines took space in 50 newspapers 
in on-line cities this week to 
apologize for the hardships occa- 
sioned to its passengers by the 
pilots’ strike, and to thank com- 
peting carriers for their help. 

The strike, copy said, “has al- 
ready stranded thousands of pas- 
sengers and upset the plans of 
thousands of others holding reser- 
vations for flights in this country 
and abroad. We promise that 
every effort will be made to rein- 
state service as quickly as pos- 


sible. Meanwhile, we wish to 
thank other airlines, the railroads 
and steamship lines for their 


whole-hearted cooperation in help- 
ing us to find alternate transpor- 
tation for our patrons.” 

The company’s agency, Kudner 
Agency, sent the copy to the 
newspapers by telegraph after 
closing hours Monday. The agency 
was still uncertain Tuesday as to 
how many newspapers were able 
to take the copy. The strike 
grounded TWA planes all over the 
world, and a planeload of UN 
officials were flown into New York 
from Paris by TWA executives. 
The first strike of its kind, its ob- 
jectives are to boost the wages of 
pilots to about $15,000 for plane 
captains and $7,860 for co-pilots. 

TWA’s agency said it planned 
no follow-up of its first adver- 
tisement. 


Gets Jewelry Account 


Renel Import Company, New 
York, manufacturer and importer 
of costume jewelry and pearls, has 
appointed Schacter, Fain & Lent, 
New York. First advertising will 
appear in business papers, sup- 
ported by direct mail. 


Names Shappe-Wilkes 
Dreyfus, Ashby & Co., New 
York importer and distributor of 
wines and liquors, has appointed 
Shappe-Wilkes, New York, to han- 
dle British import Seager’s gin. 


Texaco Again 
Sponsors ‘Met’ 


NEw YorK — The Texas Com- 
pany will sponsor, for the seventh 
consecutive year, Saturday after- 
noon broadcasts of the Metropoli- 
tan Opera in New York over the 
American Broadcasting Company 
network, including at least one 
ABC outlet in Canada. 

Announcing the series of 18 
broadcasts, from Nov. 16 through 
March 15, Texaco will break four- 
color pages in five national maga- 
zines. The copy will appear in 
early November issues of Collier’s, 
Life, Newsweek, The Saturday 
Evening Post and Time. 

The opera broadcasts, as in the 
past, will start at 2 p.m. (EST) 
and run to about 5 p.m. An in- 
termission “opera quiz” will again 
be a feature of the broadcasts 
which this year, owing to growth 
of the ABC network, will reach a 
greater audience than ever be- 
fore. 

In addition to the Met series, 
the Texas Company, producer of 
Texaco petroleum products, al- 
ready is sponsoring the Eddie 
Bracken Show on CBS (Sunday, 
9:30-10 p.m., EST) and reportedly 
is shopping for a third network 
show. 

Texaco’s radio advertising is 
placed through Buchanan & Co., 
and its magazine advertising 
through Newell-Emmett. 


Promotes Rock Salt 


International Salt Company, 
Scranton, Pa., has prepared a 
series of newspaper mats, radio 
spot commercials and mailing in- 
sert leaflets for department stores 
to promote rock salt for removing 
snow and ice. J. M. Mathes, Inc., 
New York, is the agency. 


Dunn Named A. M. 


Tristram Dunn, formerly with 
J. Walter Thompson Company and 
Young & Rubicam, has joined 
Northam Warren Corporation, 
Stamford, Conn., cosmetics maker, 
as general advertising manager. 


Resigns Food Account 


Fred M. Randall Company, De- 
troit, has resigned the account of 
Shedd-Bartush Foods, Inc., De- 
troit, effective Nov. 30. 


75 


Small Stations 
Offered 10-Point 
New Business Plan 


Cuicaco—A 10-point plan for 
development of new business by 
small-market radio stations was 
outlined by J. Allen Brown, as- 
sistant director of broadcast ad- 
vertising, National Association of 
Broadcasters, in a small market 
stations session at the NAB con- 
vention here. 

Mr. Brown’s 10 suggestions: 

1. Re-evaluate your rate card 
structure, raising the announce- 
ment rate and dropping the quar- 
ter-hour rate if necessary, to make 
programs more attractive to pros- 
pective sponsors. ? 

2. Train your sales staff to 
sell programs, where possible, and 
supplement them with spot an- 
nouncements, 

3. An incentive pay plan for 
your salesmen is conducive to an 
alert and productive sales depart- 
ment. 


Use Local Check-list 


4. Use a check-list of local 
firms to develop new _ business 
among non-radio users. 

5. Strive to keep brief, “fresh” 
local copy on the air. 

6. Make use of every possible 
medium—outdoor posters, car 
cards, tire covers, mailing pieces, 
news pictures, screen advertising, 
theater tie-ups, spot announce- 
ments—to promote your station. 

7. Build station prestige with 
local news coverage. 

8. Give attention to early- 
morning programming as a good 
source of revenue. 

9. Encourage your salesmen to 
take advantage of top-flight pro- 
grams available for local sponsor- 
ship through the network co-ops. 

10. Explore the possibilities of 
securing more national spot busi- 
ness through group-selling with 
other small-market® stations in 
your area. 

Wayne W. Cribb, KHMO, Han- 
nibal, Mo., reported to the session 
on the NAB management study. 
Field work has been completed, 
he said; three studies have been 
published and the remaining seven 
should reach stations at the rate 
of one every four or five weeks. 


Names Winter Publisher 


Jack Winter, general manager 
of Mayfair, New York fashion 
magazine, has become publisher, 
effective with the October issue. 
Mr. Winter, who formerly headed 
his own advertising agency han- 
dling motion picture and fashion 
accounts, launched Mayfair in 
July, 1944. 


Start New Agency 


Paul R. Ferwerda, formerly an 
account executive with Marschalk 
& Pratt, New York, and Julian 
Boone, formerly sales promotion 
manager of the spot sales division 
of American Broadcasting Com- 
pany, have formed Ferwerda- 
Boone, Inc., advertising agency, at 
15 E. 40th St., New York. 


Scanlon Appointed A.M. 


Richard M. Scanlon, formerly 
advertising manager of General 
Cable Corporation, New York, has 
been appointed advertising man- 
ager of Prima Products, Inc., New 
York, and Waverly Products, Inc., 
Bridgeport, Conn. 


Hillman Names Lieb 


Joseph C. Lieb, recently released 
from the Army and formerly with 
Batten, Barton, Durstine & Osborn, 
Chicago, and Good Housekeeping, 
has joined Hillman Periodicals, 
New York, as director of promo- 
tion. 


Y&R Names Edmonds V.P. 


Robert K. Edmonds, an account 
executive in the Chicago office of 
Young & Rubicam for the past five 
years, has been appointed a vice- 
president. 
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| HUMOR | 


= of the ceiling price of duck, there’s one web-footed gentle- 
man who can’t be bought for a million dollars. “Donald Duck,” one of the star per- 
formers of Puck-The Comic Weekly—Disney’s pride and the joy of millions of 
Americans from coast to coast—carries so much weight with his fascinated fans that 
he’s literally priceless. 

Donald in a dither is cause for loud laughter. Donald in a fury is a side- 
splitting sight. Donald any way at all will spice your sales story when it appears in 
Puck-The Comic Weekly by presenting it in a friendly atmosphere of chuckles and 
laughs... and will make buyers of your prospects in Puck’s 7,000,000 homes across 


the country. 


The Only National Comic Weekly 


Distributed through 15 great Sunday newspapers, Puck-The Comic Weekly 
is the only national publication of its kind. It is entertainment for the whole family. 
For laughs, there’s “Jiggs and Maggie,” “The Little King,” and “The Katzenjammer 
Kids”; for romance, there’s “Prince Valiant” and “Blondie”; for breathtaking ad- 
venture, “Flash Gordon” and “The Phantom.” These and other great stars of The 
Comic Weekly provide the laughs, loves, thrills and tears America calls for. No star 
of stage, screen or radio is consistently acclaimed by so vast an audience. 

If a manufacturer has a good product to sell, here’s how more sales can be 
made... to “the millions”... in the more than 7,000,000 homes from coast to coast 
where Puck-The Comic Weekly is read. It is the same successful selling formula 
which for more than 15 years has been used by leading companies. When advertise- 
ments are placed next to the life and color of these famous comic features, they get 
the same kind of close, attentive readership. 

The Comic Weekly stars are available to go to work as a sales force for the 


companies who associate their advertising with the tremendous entertainment power 


of Puck-The Comic Weekly. 


THE COMIC WEEKLY 


... FOR LAUGHS, LOVES, THRILLS AND TEARS 


959 EIGHTH AVENUE, NEW YORK 19, N. Y. « HEARST BLDG., CHICAGO 6, ILL. 


Copr. Walt Disney Productions 


WHY YOUR ADS DO BETTER 


IN THE COMIC WEEKLY! 


More Readers at Less Cost 


Puck delivered 150% to 179% more 
readers of advertising per dollar than 
three leading national weeklies, based 
on Starch Consumer Magazine Report 
1945, in the classification of All Adver- 
tising. Comparison is with one-half page 
(4 colors) in Puck and full page (4 


colors) in others. 


a 


Preferred’? Position 
for Every Ad 


The number of ads in each issue is 
limited . . . only one to a page. Thus 
every ad is spotlighted and gets undi- 


vided attention from Puck’s more than 
7,000,000 families. 


GO% Key Market Coverage 


Puck has family coverage ranging up to 
90% in 594 cities of 10,000 population 
or more where over 60% of all retail 
sales are made. 


An Invitation 


Puck’s interesting and stimulating pre- 
sentation, “CUSTOMERS—COMPETI- 
TION — ADVERTISING,” unfolds a 
picture of unprecedented advertising 
opportunities and the effective, low cost 
way of making the most of these oppor- 
tunities. , 
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